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FIFTY CENTS 


Need help 
getting across? 


Jam Handy One-Stop Service 
builds communications bridges 
that help you get your story 
across. To get your message 
understood, phone any of the 
offices listed below. 


Je JAM HANDY Oxyengior 


COMMUNICATION OF IDEAS e« MOTION PICTURES e SLIDEFILMS e DRAMATIZATIONS e VISUALIZATIONS e PRESENTATIONS 


NEW YORK 19 HOLLYWOOD 28 DETROIT 11 DAYTON 2 PITTSBURGH 22 CHICAGO 1 
OFFICES 1775 Broadway 1402 Ridgewood Place a 2821 E. Grand Bivd 310 Talbott Bldg Gateway Center 230 N. Michigan Ave 


They pay $317,000,000 yearly 
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THE BEST WAY IS THE 


Way 


TO SELL THE WORLD'S GREATEST MARKET 


“Consumerism” Begins at Home, 


Where the New York Journal-American 


Has Always Provided Deep and Dominant Penetration 


N NEW YORK, most of today’s 
buying is a family affair. And 
getting through to family buying 
conferences is the prime target for 
successful advertisers. That means 
getting into the home. 


Evening after evening, the Journal- 
American has a far larger home 
audience than any other New York 
newspaper. The “new” New York 
middle-income market, where today’s 


buying is heaviest, has always been 
the Journal-American market. 


In multiple family readership—limited 
only by the number of persons under 
the same roof—the Journal-American’s 
leadership is equally pronounced. 


For sales success in New York, get 
into more New York homes.. 

influence more New York families .. . 
in the New York Journal-American. 


MORE THAN 1,600,000 MEN AND WOMEN READ THE JOURNAL-AMERICAN DAILY— 
THE LARGEST CONSUMER AUDIENCE OF ANY FIVE CENT NEW YORK NEWSPAPER 


for automobiles. 


They spend $804,000,000 per 
year at local food stores. 


Their wearing apparel 
$302,000,000 annually. 


YOU CAN’T COVER NEW YORK WITHOUT THE 


Journal. 


we Ww YORK 


American: 


FAMILY ENTRANCE TO THE WORLD’S GREATEST MARKET 


1956 


costs 


Federal Reserve points to Milwaukee as 


“STAND-OUT MARKET”’ 


bank debits up 25%—new car sales set records 


The Federal Reserve Bank of Chicago, in its June issue 
of “Business Conditions,” reports that “Milwaukee 
stands out as the most improved city businesswise over 
last year in the entire seventh district—which includes 
most of Wisconsin, Michigan, Illinois, lowa and Indiana.” 


Milwaukee bank debits in April were up 25% over 1955 
—largest gain in the midwest. 


Employment is at an all-time high mark—455,700 in 
Milwaukee county. Home building is far above all past 
marks—up 66% over the five months of 1955. 


New car sales in the county set new all-time high marks 
for the months of April and May, compared to the 
sharp sales declines nation-wide. 


Appliance store sales in May were up 44% over a year 
ago; department store sales up 11%; men’s clothing 
stores up 16%; women’s apparel stores up 10%. 


Here’s a market where your sales efforts should be in 
high gear. In The Milwaukee Journal alone you 
can reach 90% of all families in this busy, top-spending 
metropolitan area of a million people. 


The Milwaukee Journal 


National Representatives—O’Mara & Ormsbee, Inc. 


New York Chicago Detroit 


Los Angeles San Francisco 
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Buyership 
in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand as graphic proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself . 


READERSHIP-2ER0 


BUYERSHIP-10.0% 


THOMAS. @ 
pEGISTER 


Thomas Publishing Company 


461 Eighth Avenue, New York 1 


iy" 


Team-up with this powerful sales duo: 


Hea 


LM th 


Mp), 


vy 


"The 


rt of Industrial America"—richest concen- 


tration of industrial buying power, and M.-P.A., 


the 


Heart" 


buyers’ own magazine, covering "The 


exclusively! 


Guaranteed 100% “Buyer” Audience 
in Your No. | Industrial Market 


For sales facts—ask the Sales Manager! 
He'll say you can't beat selling direct to 
“buyers” in your best market. That's ex- 
actly what you'll do in M.P.A. — you'll 
reach every industrial P. A. in the "Heart" 
of the World's Richest Industrial Area, 
valued at nearly 100 billions, and still 
growing fast. Coverage extends into all 
classifications of diversified industry. 
Here's where the buying is done, and 
here's where the sales are made—ask the 
Sales Manager. So, if you sell to industry, 
here's where your advertising belongs in 
M.P.A, Begin with the next issue. Ask for 
rates and circulation data today! 


. « The 90-Billion-Dollar Midwes?! 


A few of the ‘‘national'’ adver- 
tisers who use over 50% of the 
space: 


Alcoa 

U. S. Steel 
J. & Lb. 
Ryerson 
Bethlehem 
McLouth 


Chase Brass 
Bridgeport 
Scovill Brass 
American Brass 
Nat'| Screw 
Torrington 
Assoc. Spring Standard Oil 
Columbia Cities Service 
Wickwire-Spencer American Box 
Roebling's Robt. Gair 
Babcock & Wilcox Ohio Injector 
Tube Turns Blaw-Knox 
Write for 
Roster Issue 
(Containing 
P. A. list) 
on your 
letterhead 
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Check the advantages of using this NO. 1 book 


VY Ist in Circulation — Heating, Piping & Air Vist in Advertising Volume — By nearly a 
Conditioning has the largest circulation and the 2-to-1 margin over the nearest rival HP&AC is 
only 100% paid (ABC) circulation in its field. chosen as the best advertising buy. And HP&AC 
Subscribers are the engineers and contractors who moves farther out front every year! 


yurchase-control this market’s enormous product yy ‘ r 

ae Vist in Advertisers’ Acceptance —HP&AC has 

requirements. . ° ; : 
more advertisers and is used on an exclusive basis 


V/1st in Editorial Volume — HP&AC not only by more advertisers than any other paper in the 
publishes MORE, it provides the practical, authori- field. 

tative type of material its subscribers find of maxi- VW Ist in Reader Preference — HP&AC has the 
mum value. In addition to its own high caliber highest renewal rate. Proof that the right subscrib- 
staff, HP&AC has 31 outstanding authorities on its ite are buying in HP&AC a publication that’s right 
Board of Consulting and Contributing Editors, and for them! 


a publishing affiliation with the American Society 


CLEARLY. ON THE BASIS OF FACTS, HP&AC 
IS THE BOOK WHERE YOUR MAIN EFFORT 
BELONGS. 


of Heating and Air-Conditioning Engineers whose 
monthly Journal is included in each issue of HP&AC. 


Keeney Publishing Co. 6 N. Michigan, Chicago 


NEW YORK: 1734 Grand Central Terminal 
AIR CONDITIONING HEADQUARTERS CLEVELAND: 737 National City Bank Bldg. 


LOS ANGELES: 672 S. Lafayette Park Place 
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they Buy More because they Have More! 


@ Things are really cooking in Indianapolis where outdoor 
living and entertaining take over during spring, summer 
and fall. Sales of grills, furniture and outdoor equipment 
are sizzling, because Indianapolis families can afford to buy 
what they want. Average income per family is $6,669— 
99.3% above the national average, and 10th among cities 
of 600,000 and over.* Better still, in this same city-size 
group, Indianapolis ranks 7th in retail sales per capita.* 
But that’s not all . . . just take a look at these other impor- 
tant advantages that put Indianapolis at the top: 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy... 
balance of industry and agriculture. 


unsurpassed for diversification and 


> It’s Eastrty REACHED... 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market data. 


you get saturation coverage of 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
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EDITORIALS 


Why Don't You Tell Him? 


The Government is made up of conscientious people who want to 
provide the services which are wanted and needed and that people 
are: willing to pay for. So we are about to suggest that you tell 
Sinclair Weeks, a long-time friend of business, and the Secretary of 
Commerce in President Eisenhower’s Cabinet, about how you use 
certain statistics and whether you want the secretary to authorize 
the spending of a modest sum to continue to provide these figures 
tor you. 


No doubt hundreds of companies—especially industrial companies 
use in their daily sales planning, statistics taken from a series of 
data known as “County Business Patterns.’ But the users probably 
de not know the source of this material nor do they realize that this 
very useful information is a by-product of data collected by another 
Federal agency, the Department of Health, Welfare, and Education. 


Right now, no Federal money is earmarked to compile the statistics 
for a 1956 edition of “Countv Business Patterns.’’ That is why we 
would like to recall to mind the source of these data and to give you 
an example of how these data are being used by business. 


Industrial buyers are comparatively small in number with high 
value of purchase and are concentrated in a relatively few geographi- 
cal areas with industrial buying power measured by number and 
size of plants or establishments. Sales executives and marketing 
analysts generally consider the breakdown of data by county most 
desirable and practical because: 


1. Sales and trading areas often do not follow State lines. 

2. Larger states may contain two or more sales territories at 
widely separated points in the state, as illustrated by Philadelphia 
and Pittsburgh in Pennsylvania; and Cincinnati and Cleveland, Ohio. 


3. Some territories extend into two or more states. For example, 
Philadelphia, Cincinnati, St. Louis. 


4. Counties can be combined into trading areas or sales territories 
which cross state lines. 
5. Much statistical, business, and economic data are available by 


counties. 


\ny county or group of counties can be combined and com- 
pared with a state, region, U. S. Total, or with other county or 
group of counties. This permits of optimum comparisons of different 
geographical areas, regardless of state lines. 


“County Business Patterns’ is a set of statistical publications, 
arranged in 10 volumes, one for each of the 9 Census Regions, and 
a U. S. Summary. The latest edition gives a picture of business 
location as of the first quarter of 1953. Covered by the reports are 
2,929,184 business establishments, with 39,667,543 employes as re 
ported to the Federal Old Age and Survivors Insurance Program 
administered by the Bureau of Old Age and Survivors Insurance 
of the Department of Health, Education and Welfare. 


These reports, as issued from time to time, are the most current 
comprehensive county business data available for the industries and 
trades covered. 


The series of bulletins present statistics for each state and county 
on the number of business establishments by industry groups, total 
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lith in 
manufacture 
of 
textile mill 
products 


weal- 


tv 


LANCASTER, PENNA. 
NBC and CBS 


Among the television 


markets 


foremost in the manufacture of 
textile mill products, the Channel 
8 Multi-City Market ranks 
eleventh, based On production 
figures for America’s top 100 
counties (SALES MANAGE. 


MENT ‘Survey of 


Buying 


Power" — May 10, 1956). 


Harrisburg 
York 
Hanover 
Gettysburg 
Chambersburg 
Waynesboro 
Frederick 
Westminster 
Carlisle 
Sunbury 
Martinsburg 


316,000 WATTS 


Channel 8 Multi-City Market 


Mount Carmel 
Bloomsburg 


Lock Haven 
Hagerstown 


Reading 
Lebanon 
Pottsville 
Hazleton 
Shamokin 


Lewisburg 
Lewistown 


STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 


Representative 


the MEEKER company, inc. 


New York 
Chicago 


Los Angeles 
San Francisco 


NOBODY'S 
LISTENING 
BUT PEOPLE 
-WITH DAILY 


WASHING-UP ie 
T0 00! 


What a time to talk about soap products 

... while 4,115,000 people a minute— & 

mostly homemakers—are listening attentively 
to weekday drama on CBS Radio. 


’ 


In a five-day span, these dramatic serials 
reach 20,548,000 different people. 


They listen an average of three hours each: 


this is the right time to buy... 


CBS RADIO NETWORK J} 


12:00 N. 
12:15 PM 
12:30 PM 
12:45 PM 
1:00 PM 
1:15 PM 
1:30 PM 


From left to right: 


WENDY WARREN & THE NEWS 
BACKSTAGE WIFE 
ROMANCE OF HELEN TRENT 
OUR GAL SUNDAY 

ROAD OF LIFE 

AUNT JENNY 

YOUNG DR. MALONE 
GUIDING LIGHT 

RIGHT TO HAPPINESS 
SECOND MRS. BURTON 
THIS IS NORA DRAKE 


News WHILE 
It's Happening! 


inate its news staff and facilities are 
identical to those of award-winning WHO Radio, 
WHO-TV can claim news coverage that’s matched by 
few television stations, anywhere. 

Our News Bureau is headed up by Jack Shelley, 
one of the industry’s top newsmen and winner of 
many radio-television citations. His staff includes 
11 full-time news specialists—each with a degree 
in journalism and many years’ experience—and 

all trained to take on-the-spot pictures, stills and 
movies. In addition, WHO-TV calls on 85 “local” 
correspondents for supplementary coverage 
throughout Iowa. 

WHO-TV news facilities include two AP, two UP 
and two INS wires—plus direct, 24-hour teletype 
circuit from Des Moines Weather Bureau. 
Unexcelled news coverage is only one of many reasons 
why WHO-TV is one of lowa’s top advertising 
values. Let Peters, Griffin, Woodward, Inc. 


tell you about the others. 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


(, WHO-TV 


WHO-TV 


<< WHO-TV 
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WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV > 
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WHO-TV. 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV_- 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 


Channel 13 - Des Moines 


an? 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Peters, Griffin, Woodward, Inc. 
National Representatives Affiliate 
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employment, and taxable payrolls for the first quarter. For example, 
in the 1953 issue, detailed kind of business data are given for 480 
larger counties under 158 separate industry and trade classifications 
as defined in the Standard Industrial Classification Manuals. 


Data for the remaining smaller counties are shown for 10 broad 
industry divisions. More complete kind of business detail is shown 
for all counties comprising standard metropolitan areas. 


All of the business reporting units are classified and grouped by 
employe-size classes. 


The statistics in “County Business Patterns” are considered reliable 
guides for measuring sales potentials by region, state and counties 
for consumer and industrial goods, and for analysis of location, con- 
entration, or dispersal of small, medium, and large business es- 
tablishments in different industries, trades, and services. It has been 
demonstrated that these data are particularly suitable for measuring 
the effectiveness of sales and advertising programs, setting sales 
quotas, determining size of salesman’s territory, branch and ware- 
house locations, and resolving many other business and marketing 
problems. 


Employment figures are particularly useful to industrial marketers. 
Employment volume within a given industry group is one of the 
most reliable of all yardsticks or guides in measuring size of manu- 
facturing establishments and evaluating their buying power. Census 
of Manufactures data indicates that there is a definite and direct 
relationship between the number of employes and the value of manu- 
facturing shipments or sales. Hence, it may be concluded that the 
employment data in “County Business Patterns” is a good measure 
of sales, shipments, or business activity within a given industry. 


This year, as in past years, it seems to be “touch and go” as to 
whether or not the Bureau of the Census can find the funds to pro- 


duce the very much needed and very much used “County Business 
Patterns.” 


We believe that “County Business Patterns” is one of the most 
valuable and vital services rendered by the Census Bureau to busi- 
nessmen, and we hope that in the future it will be published annually 
on the same date each year. 


No costly field work is required by the Census Bureau to accu- 
mulate these data. It is necessary for the Department of Health, 
Welfare and Education to accummulate these statistics for Social 
Security purposes. So the data are always available from Social 
Security cards. 


The manufacturers of the country—our biggest employers—have 
in a sense already paid for “County Business Patterns” through 
their contribution to Social Security benefits, and we think it is only 
fair that they should get “County Business Patterns’ annually as a 
slight dividend for their contributions. 


It is estimated that $200,000 would be required to take the statistics 
from the Social Security cards this year and convert them into 
“County Business Patterns” for 1956. It is estimated that some $10 
million would be reg lired to accummulate this information in normal 
field work. Whether “County Business Patterns” for 1956 will be 
issued will depend largely upon whether you—the marketing people 
of this country—tell the Secretary of Commerce that vou use this 
information, that you need it, and that you would like to see the 
Secretary authorize the use of $200,000 of existing Department funds 
to make the compilation. 


lhe Eisenhower administration prides itself as being a business- 
nan’s administration. So your views will be welcome by Sinclair 
Weeks, Secretary of Commerce, and he would very much like to hear 
his office, Department of Commerce, Washington 25, 


What's YOUR Line? 


Telephone line or toy line—it’ll pull 
in more prospects . . . land more 
sales ... if your P.O.P. display ma- 
terial gets up where it can “hook” 
attention. And that automatically 
means KLEEN-STIK—the mois- 
tureless, self-sticking adhesive that 
gets displays up and keeps *em up! 
Like these, f’r example: 


7h: thal Cheoralou’ Trach - 


TELEPHONES 


Colorful "'Sell”’ for INDIANA BELL 


To sell color telephones, INDIANA 
BELL TELEPHONE CO. uses 
color in this mammoth, multi- 
colored 20x15 KLEEN-STIK sign. 
Silk-screened in bright Day-Glo on 
weatherproof FLEX-STIK, it’s 
used in branch offices on walls and 
counters... or outdoors, on sides of 
service trucks and other spots. 
Wherever they’re used, KLEEN- 
STIK’s quick peel-and-press appli- 
cation makes ’em easy to put up 
or take down. A colorful salute to 
artists MILLER SHERMAN, JR. 
and Supt. STAN DUNN of 
POSTER DISPLAY CoO., 
Indianapolis, for this big, colorful 


Toy ‘‘Toppers”’ 
are Eye-Stoppers! 


It’s “hats on”’ instead of “‘hats off” 
for FISHER-PRICE TOYS, INC., 
of East Aurora, N.Y. With ship- 
ment of F-P “Happy Birthday” 
toys, dealers receive a set of novel 
paper hat price-markers, equipped 
with strips of KLEEN-STIK. A 
quick peel and easy press dresses 
the toy for display as a cute birth- 
day gift. A “‘topping”’ idea worked 
out by F-P Ad Mgr. DICK 
MORGAN and Acct. Exec. JOHN 
MANSFIELD of LLOYD MANS- 
FIELD CO. agency in Buffalo, ably 
assisted by Art Dir. MILT 
HILBRECHT. Slick production 
handled by MEL ALEXANDER, 
Secy. of MANHARDT- 
ALEXANDER, INC., also of 
Buffalo. 
Why not bait your 
with the extra attraction of KLEE 
STIK window streamers, shelf 
edgers, die-cut signs, bumper strips 
—a whole string of business 
catchers! Cast an eye on the 
samples your regular printer or 
lithographer can show you ... or 
write today for our free ‘‘Idea-of- 
the-Month”’ service. 


KLEEN-STIK PRODUCTS, INC: 


7300 West Wilson Avenue * Chicago 31, Ill 
Pioneers in pressure sensitives for Advertising and Labeling 


Sales managers who 
use airfreight to com- 
pete in new markets 
and better serve exist- 
ing customers specify 
American Airfreight 
for these reasons: 


12 


COVERAGE 


Only American offers you the 
extra speed of direct one- 
carrier service to all ten lead- 
ing retail markets...more than 
two-thirds of the top thirty... 
all twenty-three leading indus- 


trial areas,inthe United States. 
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CAPACITY 


American has space for your 
shipment where and when it’s 
needed most. A combined 
daily lift potential of over a 
half million pounds gives 
American the greatest cargo 


capacity of any airline. 
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rrequency  vepenpasiity AMERICAN 
Shipments get faster forward- First with scheduled airfreight. 

ing...spend less time in termi- American today has the largest, Al 

nals with American’s greater most experienced personnel 

frequency of schedules. Over force... most modern handling 

1000 departures daily offer facilities. Is better able to solve 

more service to more cities shipping problems . . . provide ; 


than any other air carrier. dependable on-time deliveries. 


—carries more cargo than any other airline in the world 
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In Philadelphia, buying begins at home 


The Bulletin goes home... delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Drugstores are busy in Greater Philadelphia. People spend 
$161,000,000 a year on drugs, cosmetics, toiletries. Your sales 
start at home in the advertising columns of Philadelphia’s 


family newspaper—The Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market 
noted for its buying power. Philadelphians like The Bulletin. 
They buy it, read it, trust it and respond to the advertising in 
it. The Bulletin is Philadelphia’s home newspaper. 

Leracet eventing at 


wepaper in America. R.O.P. editorial and advertising color 


Advertising Offices: Philadelphia, 30th and Market Streets © New York, 342 Madison 


Avenue * Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker 
Company in Detroit * Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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LETTERS TO THE EDITORS 


An Advertiser Asks: "Don't Editors Read?" 


DON'T SHOUT... 


Epiror, SALES MIANAGEMENT: 


I just reading the first 


editorial item on p. 7 of the June 
MANAGEMENT 
yes, sooner or later I catch up on 
reading every 

And what did I find? Under the 
heading “Big, Bald and Blatant’ you 
quote trom a Neu Y orker brochure 
which says, “The New Yorker for 


finished 
15 issue of SALES 


issue ). 


over thirty years has been waging a, 


long, lonely, and losing struggle 
against the obvious exaggeration, the 
unprovable claim, the meaningless 
superlative, in short—the hyperbolic 
Then you write, “So Th. 
New Yorker pleads (perhaps hope- 
lessly), ‘Don’t 


spiral.” 


Shout, I can hear 
you.’ ° 

You repeat, ‘Ihe struggle has been 
long, lonely, and losing. = 
Great balls of fire, don’t 
you editors read the advertising that 


Lonely ? 


appears in your own illustrious pub- 
lication ? 

In SALES MANAGEMENT of May 
20, the Schuyler Hopper Co. ran an 
advertisement entitled, ‘Don’t Shout 

. a prospect is trying to hear what 
you say” (see above). In the June 1 
issue we ran another, also a counter- 
part of Joe Russell’s crusade against 
blatant copy. This one was headed, 
“An Ad Can Be So 
Weak.” 

Please let Joe know he 
tirely alone. 


Strong It’s 


Schuyler Hopper 


President 
The Schuyler Hopper Co. 
New York, N. Y. 
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a prospect is trying to hear what you say 


“Reprehensible" 


Epiror, SALES MANAGEMENT: 

Your article “What to Look for 
When Hiring Salesmen’” (June 15, 
p. 54 and July 6, p. 44) makes one 
statement that leaves me cold—not 
lukewarm, but cold. 

It is: “Look for moderate degrees 
only of intelligence and ambition. Do 
not be impressed with intellectual 
brilliance or driving ambition, unless 
you have some special situation de- 
manding these attributes.” 

It’s depressing to read this advice. 
When business seeks a norm of cal- 
culated mediocrity, the country must 
be in sad shape, indeed. I consider 
it reprehensible for a publication call- 
ing itself a guide for sales managers 
to foster such a philosophy. 

A better way to express this might 
be: “When you hire, you want to 
hire men who are not as sharp as 
you are—men who will be 
fully mediocre.” 


SUCCESS 


J. P. Lynch 


Supervisor 

Advertising & Sales Promotion 
Eclipse Machine Division 
Bendix Aviation Corp. 
Elmira, N. Y. 


“Tightly edited" 
Epiror, SALES MANAGEMENT: 

As a regular reader of SALES MAN- 
AGEMENT I have been impressed for 
some time with the tightly edited, in- 


(continued on page !7) 


Magnetic Tape 
in Business 


BY 
PAUL JANSEN, Sales Manager 


Temporary Records, such as inventories, 
shipment lists, voucher numbers, etc., can 
be made easily and quickly by recording 
them verbally on magnetic tape. Of course, 
this means tedious paper work is sharply 
reduced, freeing secretarial help for other, 
more important jobs. After the information 
has outlived its usefulness, you can record 
new information on the same tape. 


Example: An easlern 
bank has several 
branches which send 
bundles oj checks to 
the main office by mes- 
several times 
daily. As a precaution 
against holdup or ac- 
cident, the items in 
each shipment are read off intoa tape recorder 
(they're as simple to operate as radios). Thus, 
at a very small cost, an otherwise vulnerable 
point in the bank’s centralized bookkeeping 
system is protected. Also, the recordings are 
useful in tracing lost checks and vouchers. 


HAVE YOU TRIED the most interest- 
ing magnetic tape on the market? It’s 
“SCOTCH” Extra Play Magnetic Tape 
No. 190, the amazing recording tape that 
offers you 50°), more tape on a standard- 
size reel. Every reel of new Extra Play 
Tape actually gives you as much re- 
cording time as 1% reels of conven- 
tional tape. This means you can now 
record longer radio concerts, home 
events, new broadcasts with a mini- 
mum number of interruptions for reel 
change. Remember the name 
“SCOTCH” Brand Extra Play Magnetic 
Tape No. 190! \ 


A Library of Suc- \ 
cessful Sales Talks 

is a valuable asset in 

dealing with hard-to- 

please customers. 

Salesmen can listen 

to approaches that 

have paid off in simi- 

lar situations in the 

past, apply this infor- 

mation to the present problem. Tape repro- 
duces the entire sales talk, including the ex 
act voice, words and emphasis that made the 
original sale. Trainees can also listen to these 
recordings, get useful tips without taking the 
time of highly paid supervisory personnel 


FREE BOOKLET TELLS ALL! You’!l 
find the answers to many questions in 
the fascinating new 20-page booklet, 
“You Don’t Have to be a Recording 
Expert .. .’’. It tells you how to splice 
tape, how to edit and time tape reels, 
even how to make higher fidelity record- 
ings. For your free copy just 

dropa card to: Business Divi- 

sion, Dept. v-86 Minne- 

sota Mining and Manufac- 

turing Co., 900 Fauquier 

Ave., St. Paul 6, Minn. 


The term “SCOTCH” and the plaid design are 
registered trademarks for Magnetic Tape made 
in U.S.A. by MINNESOTA MINING 
AND MFG. CO., St. Paul 6, Minn. Export 
Sales Office: 99 Park Ave., New York 16, N.Y. 
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The 


New Yorker 


really 


gets 


around! 


Dramatically, for example. In the last several years: on Broadway, eight productions 
based on material from The New Yorker; on the screen, five movies released, 


three more in the making; on TV, eleven productions. 


THE 


NEW YORKER | 


New York, Chicago, London, San Francisco, Los Angeles 


SALES MANAGEMENT 


LETTERS 


teresting way in which your publica- 
tion presents facts to its readers. 
Yesterday morning we had first- 
hand experience seeing how one of 
your staff members has pulled to- 
gether an assortment of miscellaneous 
tacts into a splendid, readable _pic- 
ture-spread on the sales meeting held 
by our bank (“Mass-Marketing : 
Techniques Succeed on  Banker’s me Wranpvorre Cnemicats Corporation 


Sas eke Cae Msi 
Many thanks to everyone who had 
a part in creating such a fine piece meh, 1000 
or The Wall Street Journal 
44 Broad Street 
Jim Furniss New York 4, New York 
Gentlemen: 
Ay venrtheseagg ane oe You asked why Wyandotte ran its Yrvnicnsn 2 ad in 
isi i r mal. 
Advertising Manager your April 24 issue of The Wall Street Journal 
T iti ati 3 lene 
The ¢ itizens and Southern National : It's simply this...about 15 —_ gig toate A 
Bank J lycol-type antifreeze was introduce ° P an 
Rae PERMANENT. While the word permanent was —ee 
ene | imply that the antifreeze would not boil away throug a ea 
a canter season, it was misinterpreted by the public to 
an indefinite period of service. This peared 
g | the motor 
wn and spread. And frankly,' ; ; > 2 
Soaks we antifreeze in his cooling system, year after 


i , i is motor's efficiency. 
snctarmont Buying year, is going to lose some of hi shi 
Ww ° 
As a basic manufacturer of ethylene _—, 
gry meteor epeisrapine. * Chemicals believes it should call ego ee 
that one 
I have read with much interest the - the public's attention. We decided that one effec 
editorial on instalment buving é change public opinion was ; ur message in 
| ; Jel tag : The Wall Street Journal. We believe Fe pope 
(“Middle-Class Debtors Need Re 3 The Mall Street eure syiduals who zo eS ive opin 
"Sher onan Seplesaen Gia Viste of thets position tnd prea eras wanted to reach. 
is j ' oe mmunity...an i : 
Our company is just now getting . : o's cee aaa anes cath Our cesase Mee feos 


under way on a program of instal Pa A 
ment buying whereby a customer of ee 7 
our dealer can arrange through the es - ee aE 
Beneficial Finance Co. instalment 
payments on purchases of golf equip 
ment. 

We do not expect any very large 
volume of business under this pro- 
gram this year and therefore are not ; 
in position to evaluate the program as ea Seer ede eae —_ . 
yet. = 8 

It is our feeling in the consumer How Advertising Can Do MORE 
market there are additional sales that 
CE Su cient > é = “4 " 4 ° . 
ee oe . Seen = en The Wall Street Journal audience is responsive. It can buy and 
is used frequently over a period of does buy. It has the means and the inclination. 
quite a few years. Then, to add more value to your advertising, this same audi- 

Economists indicate that if a per- ence influences the thinking and buying habits of thousands 
son is allotting us one third of his of others. : ; 
dispensable income in instalment pur- 


chases, no point of danger is being 


To reach America’s best informed businessmen, and beyond 

reached. them, the men shey will inform, advertise in the only National 
It is my belief that items not of a Business Daily. 

capital or semicapital nature should 


not be purchased on an instalment Circulation: 413,576 


plan basis. 


Walter B. Geroul THE WALL STREET JOURNAL | 


President 
A. G. Spalding & Bros., Inc. 
Chico _. Mass. 
— , NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, N.W © CHICAGO, 711 W Monroe St 


(continued on page 19) DALLAS, $11 Young St. © SAN FRANCISCO, 415 Bush St 
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Sales 
managers 
rely on 


HOTELS 


FOR EXTRA FINE CONVENTION 
FACILITIES — EXTRA SPECIAL SERVICE 


es Whether you're planning an informal sales meeting 

— or the greatest convention show on earth — 

you'll be at peace with the world if you take advantage of 
everything Sheraton has to offer. 

Sheraton's convention staff has helped executives like you 
plan every conceivable type of meeting. The minute you con- 
tact them, they'll roll up their sleeves and go to work for you 
— arrange for meeting rooms and banquet halls, plan menus 
and entertainment, take countless chores off your shoulders. 


They will work within your budget — help you get more for 
your dollars. 

Sheraton Hotels are almost everywhere — from Boston to 
San Francisco, and in Canada, too. Each hotel in the family 
specializes in convention service. They have every facility — 
including Sheraton’s nation-wide Closed Circuit TV Network. 

Find out for yourself how Sheraton can help you. Drop a note 
today to: SHERATON HOTELS, NATIONAL CONVENTION 
OFFICE, SHERATON-PARK HOTEL, WASHINGTON, D. C, 


Ss Hi E R ATO N the proudest name in H OT E. ie SS 


Executive and sales offices — 470 Atlantic Ave., Boston 10, Mass. 


EASTERN DiV. 


NEW YORK 

Park Sheraton 
Sheraton-Astor 
Sheraton-McAlpin 
Sheraton-Russell 


WASHINGTON 


PROVIDENCE MIDWESTERN DIV. ST.LOUIS 
Sheraton-Cariton 


Sheraton-Biltmore CHICAGO Sheraton-Jefferson 
Sheraton-Park SPRINGFIELD, Mass. Sheraton-Blackstone OMAHA 
PITTSBURGH Sheraton- Kimball Sheraton Hotel Sheraton-Fontenelle 


Penn-Sheraton ALBANY LOUISVILLE 
(formerly William Penn) Sheraton-Seelbach 


Sheraton-Ten Eyck 
BALTIMORE ROCHESTER DALLAS 
Sheraton-Belvedere Sheraton Hotel Sheraton Hotel 
PHILADELPHIA Opens 1959 


Sheraton Hotel BUFFALO 
Opens 1957. 4 Sheraton Hotel and other Midwest cities 


PACIFIC DIV. 


SAN FRANCISCO Sheraton-Mt. Royal 
INDIANAPOLIS Sheraton-Palace The Laurentien 
Sheraton-Lincoin TORONTO 

LOS ANGELES King Edward Sheraton 
FRENCH LICK, Ind.  Sheraton-Town House NIAGARA FALLS, Ont. 
French Lick-Sheraton Sheraton-Brock 

PASADENA 


HAMILTON, Ont. 
Huntington-Sheraton Royal Connaught 


CANADIAN DIV. 


Sheraton-Mayflower MONTREAL 


DETROIT 
Sheraton-Cadillac 


BOSTON 


CINCINNATI 
Sheraton Plaza 


Sheraton-Gibson 
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. - « More on Instalment 
Epiror, SALES MANAGEMENT: 

The editors of SALES MANAGE- 
MENT exercise their right to freedom 
ot expression W hen they advocate gov- 
ernment insurance of consumer in- 
stalment loans. 

I submit that in advocating such 
a policy, however, they mock the 
validity of their prior espousal of 
“free enterprise; they are guilty of 
advocating further state encroach- 
ment into affairs of the individual 
and of business . . . of advocating a 
policy which, if executed, will benefit 
one class of our population at the ex- 
pense ot others: whi h will be an 
other step in the debasement of out 
currency and moral fiber of the people. 

. SALES MANAGEMENT has sup- 
ported such programs as the NSE 
tours to carry the message of the 
government-free American way of 
doing business to foreign lands, . 
has lauded the program of America’s 
electric power companies to keep the 
state from further encroachment. 

But in taking such a step it must 
permit this question to be asked: 
Wherein does the ‘credit insurance 
business differ from the electric power 
business ? 

Surely our insurance companies 
could develop a program to provide 
the necessary coverage if it is economi- 
cally feasible. 

If not economically feasible then 
SALES MANAGEMENT is guilty, by 
advocating government-supported in- 
surance, of pure class-legislation. . . . 

SALES MANAGEMENT has a right 
to advocate this step, but it has the 
concurrent obligation to show where 
this step leads. 

Daniel Goodman 
1677-54th Street 
Brooklyn 4, N. » 


Perforated Pages a "Pain?" 
Epiror, SALES MANAGEMENT: 

An expression of our reaction to 
the “perforated pages” controversy ! 

Late though we are, we agree that 
if you bind, perforated pages are a 
pain. 

However, why not use microfilm 
—and cease worrying? We are turn- 
ing to microfilm increasingly as the 
answer to our space problems. As 
many journals as we can get on film, 
we now keep thus, and our portable 
reader proves most satisfactory. 

Librarian 
Thomas J. Lipton, Inc., Library 
Hoboken, N. i 
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SAN DIEGO 
IS BIGGER 


IN HOUSEHOLD 
APPLIANCE SALES 


THAN 


MINNEAPOLIS, MINN. . $55,847,000 
SEATTLE, WASH. 48,390,000 
DALLAS, TEXAS 45,637,000 
KANSAS CITY, MO. 45,343,000 
DENVER, COLO. 43,813,000 
PORTLAND, OREGON 36,582,000 


SAN DIEGO, CALIF. . %56,847,000 


Data Copyrighted 1956 Sales Management, Survey of 
Buying Power, further reproduction not licensed. 


Che San Diego Union 


AND 


EVENING TRIBUNE 


THE MOST 
IMPORTANT CORNER 
SAN DIEGO, CALIFORNIA » x IN THE U.S.A. 


~\. 


COPLEY NEWSPAPERS - 15 “Hometown” Newspapers 

Covering San Diego, California — Northern Illinois — Springfield, 

Illinois — and Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


FIRST IN USEFULNESS—FIRST IN CONFIDENCE 
Composite of 13 studies in 1954 and 1955 on 


how 152,922 listed leaders in American busi 
ness, industry, government and the professions 
read and prefer the six major news and man 


gement magazines 
“U.S.News & WorRLD REporT’’ is devoted exclusively 


to essential news. By essential news, we mean news that TOTAL “MOST USEFUL” VOTES 
can affect business and personal plans and decisions 
much of it reported nowhere else, more of it than 
is reported anywhere else. It is thoroughly read by 
important people because its news is thoroughly 
reported, and thoroughly useful. 
In survey after survey of America’s leaders in 
business, industry, government and the professions, 


U.S.News & Wor.LD REporT”’ consistently receives the U.S.News & World Report” also received 
, the largest number of votes as the magazine 
most votes as the magazine most useful to them in in which they place the most confidence 
their work, and the magazine in which they place 


7 ate rese . > il > > 2g 
the most confidence Complete research report available on request 


ESSENTIAL 


...tO more and more advertisers 


Advertisers are quick to discover the medium that FIRST IN ADVERTISING GROWTH 
can give them coverage and action from this important, 

high-income managerial market—without the waste of 

also having to buy coverage of just “people.” In the 

5-year period 1950-1955, “‘U.S.News & WorLD REPorRT” 

scored the biggest total advertising page gain of any 

magazine, the biggest consumer page gain in its field, 

and now carries more business and industrial 

advertising than any other news magazine. 


“U.S.News & Wortp Report” led all magazines 
in advertising page gains for this five-year period, 
and accounted for 40.7%, of the total pages 


gained by the six magazines in its field. 7 ds ~~ 


Source: Publishers Information Bureau 
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ESSENTIAL 


...tO more and more readers 


No other major magazine has grown so strong, so fast. FIRST IN CIRCULATION GROWTH 
Circulation has doubled in just six years to more 

than 800,000. The “who” is even more impressive than 

the “how many.” Three out of four subscribers hold 

managerial positions. Incomes average $14,744, 

highest of all news magazines. These are the people who 

initiate the new ideas, give them the approval others 

wait for, and buy what it takes to turn the ideas into 

realities—for their businesses and for their families. 


In the 5-year period 1950 to 1955, 

“U.S.News & Worip Report”’ had the biggest 

circulation gains in its field, accounting for 33.5% of 195] 4 19 1956 
: the total circulation gains of all six news and (ist Q) 


: Source: Publisher’s statements to the 
management magazines, . 
ee! Audit Bureau of Circulations 


FOR EVERY ADVERTISER WITH SOMETHING TO SELL 
OR SAY TO AMERICA'S HIGH-INCOME PEOPLE OF 
IMPORTANCE, TODAY'S BEST BUY IS... 


Now more than 


800,000 


NET PAID CIRCULATION 


...@ market not duplicated 
by any other magazine 
in the field. 


Advertising offices, 30 Rockefeller Plaza, 
New York 20, N. Y. Other advertising offices 
in Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, San Francisco, 
Los Angeles and Washington. 
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ve Advertising Representative 


NEW YORK 
ROBERT T. DEVLIN, JR 
342 Madison Ave 
Murray Hill 2-5838 


more advertisers 


in THE INQUIRER 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper’s sales power 


The Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives 
CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bidg 155 Montgomery St 3460 Wilshire Boulevard 
Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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SIGNIFICANT TRENDS 


Marketing News 


THE TRUTH ABOUT TEXAS. For what is prob- 
ably only a brief interim period—before the run-off 
of the gubernatorial primary and the upcoming 
national conventions—Texas politicians will cease 
and desist from slandering their state by making 
claims about what each would do, if elected, to 
alleviate the “terrible” drought. 


Listening to them, or reading their speeches (as even 
Northerners have been doing) you'd think Texas 


was having death rattles. 


No wonder some of the big advertisers are worried 
—and wondering whether to cancel newspaper and 
radio-TV in the entire state or in substantial areas, 
for Texans themselves have been stressing the 


negative aspects. 


They haven’t been emphasizing the positive—that 
many areas have enjoyed good rains, that irrigation 
is increasing, that big sums are being paid to the 
Krick rain mckers, that the state has tremendous 
financial stability, that Texas has oil, gas, uranium, 
big industry, diversified crops—in addition to cattle 


raising 


They have neglected to say that retail sales are 
holding up well, especially in the big-city areas, that 
in few other places in the country will you see so 
many 1956 models—or that most dealers are behind 


on orders for air conditioning. 


Texans simply love to boast, it seems. If any area is 
going to have the biggest and most ruinous drought, 


os 


it has to be Texas! 


SALES BENEFIT EVERYONE, a fact that is in- 
spiring many managements to brief factory workers 
on company sales and advertising plans. The pro- 
duction line employes are being shown that the dis- 
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as Viewed by the Editors 


tribution and sale of a firm’s product is as important 
as its fabrication. Further, such programs are 
making employes more conscious of their product's 
benefits and its superior features. The resulting 
enthusiasm (when properly presented) is as good for 
sales as it is for worker morale. Savvy sales man- 
agers are encouraging more of this interdepart- 


mental communication. 


W. P. Fuller & Co., large paint manufacturer and 
glass distributor, recently launched such a sales- 
selling program for some 400 workers in its South 
San Francisco plant. Meeting in the factory cafe- 
teria for an hour, the employes heard company 
executives and Young & Rubicam representatives 
discuss the company’s 1956 advertising, promotion 
and sales plans. The workers showed a keen interest 
and afterward Vice-President W. P. Fuller III re- 
marked: “Such presentations, I think, make every- 
one aware that different departments all are working 
together, and consequently create greater harmony 


and singleness of purpose.” 


Companies with labor problems have failed, in many 
instances, to emphasize just how much additional 
selling is needed to grant a 10c or 25c an hour 
eneral raise. A. J. Gallagher of Job Facts Labora- 


Oo 
tory, New York, has worked out some interesting 


relationships in this line. 


For instance: To give one man a 25c an hour raise 
(without increasing present prices), an appliance 
maker would have to sell 10 more washers annually; 
a railroad would have to get 58,250 more ton-miles 
of business; an electrical company would have to 
sell 9,000 to 10,000 more household bulbs; an auto 
manufacturer would have to sell another car; a food 
company would need $4,000 additional sales. This 
is for a single quarter-an-hour raise to one employe. 
For the approximately 1 million jobs in basic steel 


23 


production, it would take an annual sales increase 
of $1% billion to give an across-the-board 25c an 
hour raise. 


Depending on the type of business, it takes any- 
where from $2.00 to $10.00 in sales to pay $1.00 
in wage. On the average, here is the ratio of sales 
per $1.00 of wages in 18 prime industries: 


Railroads, $1.82; cameras and optical goods, $2.10; 
basic steel, $2.50; electrical products, $2.75; bakery 
products, $2.85; glass products, $3.00; linoleum 
products, $3.15; tires and rubber, $3.40; chemicals, 
$3.75; automobiles, $3.75; department stores, 
$4.00; office equipment, $4.25; cans and containers, 
$4.25; toilet goods, $5.25; dairy products, $5.85; 
oil refiners, $6.50; packers, $7.90; packaged foods, 
$8.00. 


THE MARKETING MERRY-GO-ROUND doesn’t 
appear to change much from year to year, but if 
you're a close observer you'll note that it isn’t always 
the same riders who snare the brass rings. Richard 
Manville Research, with a professional eye on the 
brass ring grabbers, listed the following collection 
of sales switches in a recent “Marketing Reminders” 
newsletter: 


Beer: One-way no-deposit beer bottles, first intro- 
duced in 1938, now outsell returnable bottles better 
than 3 to 1. 


TV-Radio Tubes: In the enterprising state of Cali- 
fornia $1 million worth of TV tubes will be sold 
this year through super markets. How? A test-it- 
yourself machine on premises, consignment stock, 
guaranteed sale basis. 


Butter: Consumer sales of margarine by food stores 
have risen 48% in five years vs. 8% sales loss by 
butter. 


Soft Floor Covering: Five years ago tufted carpet 
had 5% of the total market. Today it does 43%. 


Ice-Cream: Half of all packaged ice cream is sold 
in half-gallon containers; and more than half the 
sales now go through food stores. 


Aerosols: Ten years ago aerosol packaged products 
sold 5 million cans. Last year, 240 million cans 
were sold. Estimate for 1960, 500 million. 
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Milk: Paper containers now enclose 80% of milk 
sold in retail stores; glass is still strong in home milk 
delivery where it holds 90%. 

Appliances: The number of freezer makers has 
dropped from 52 to 32. Refrigerator makers now 
total 21; last year there were 30. The number of 
air conditioner makers is down to 50 from 100. 


FACTORIES CREATE MARKETS. Small, but 
important, markets can be created overnight when 
industry locates its new plants in small towns or 
rural communities. A plant employing 100 new 
factory workers in such an area, the U. S. Chamber 
of Commerce states, will, in effect, “create” 296 
more people, 112 more households, 51 more school 
children; 174 more workers; 4 more retail establish- 
ments; 107 more passenger cars; $590,000 more 
personal income per year; $360,000 more retail 
sales per year, and $270,000 more bank deposits. 


THE TOP 16 RETAILERS still get one out of 
every 10 retail sales dollars, as they did in 1951 
when Sales Management last listed them. But, in 
four short years, there have been some changes 
made. Notably, the 16 leading merchandising cor- 
porations grossed $4.5 billion more in 1955 than 
they did in 1951. Food Fair, Winn-Dixie and 
Colonial stores have replaced Macy, Kresge, and 
Gimbel on the list. Montgomery Ward dropped 
down three notches. National Tea jumped up four 
places. 

The list that follows, prepared by Merrill Lynch, 
Pierce, Fenner & Beane, shows 1955 sales in 
millions: 


Great A & P Co. $4,305 
Sears, Roebuck & Co. 3,307 
Safeway Stores, Inc. 1,932 
J. C. Penney Co., Inc. 1,220 
The Kroger Co. 1,219 
Montgomery Ward & Co. 970 
F. W. Woolworth Co. 768 
American Stores Co. 655 
Allied Stores Co. 582 
National Tea Co. 576 
Federated Department Stores 538 
May Department Stores 494 
First National Stores 492 
Food Fair Stores (est) 475 
Winn-Dixie Stores (est) 410 
Colonial Stores 380 
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Sales executives are earning more 


following figures. 


KEY 


in 1951) are paid today’s aver- 


age sales executives and the per- 
or more clearly shows that the 


dustry, is upward. Benefits, op- 


UNDER 
$40,000 


Bigger salaries (20% bigger than 


$40,000 
to 
$49,999 


centage of those earning $40,000 


$50,000 


sales pay trend, throughout all in- to 


$79,999 


tions, etc., are not included in the 


$99,999 


OVER 
$100,000 


Current Earnings of Sales Executives 


Their $52,500 median average represents a 5% annual 


gain since 1951. The biggest gain is in company set-asides 
for retirement benefits. They averaged $14,685 in 1955. 


Sales executives in the $30,000 and 
up class are receiving 20% more in 
salaries and bonuses than in 1951, but 
this increase of 5% a year is dwarfed 
by the 208% four-year increase in 
benefits (retirement compensation). 

Proxy statements filed with the 
Securities and Exchange Commission 
show that in 1955 (calendar or fis- 
cal) the median average salary and 
bonus payment to representative sales 
executives of manufacturing com- 
panies was approximately $52,500, 
while the arithmetic or mean average 
was $60,305. 

In retirement benefits last year the 
mean average was $14,685, and was 
enjoyed by 87% of the executives, 
while in the 1951 period 75% had 
company-contribution set-asides aver- 
aging $4,753. 

These are highlights of Sarxs 
MANAGEMENT'S annual study of 
sales executives who are among the 
three highest-paid officers and/or di- 
rectors (receiving $30,000 or more) 
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of publicly owned companies whose 
securities are listed on the nation’s 
exchanges; these companies must re- 
port in proxy statements sent to stock- 
holders in advance of meetings. SALES 
MANAGEMENT therefore is not “‘in- 
vading the privacy” of these men; 
their earnings are public knowledge 
to hundreds of thousands or millions 
of stockholders, and the data are 
available through all banks and finan- 
cial houses, and offices of the: Securi- 
ties and Exchange Commission. 

The earnings averages are not ad- 
vanced as necessarily representative 
of all sales heads. This year’s selec- 
tion of executives in 120 companies 
was taken from the list published 
June 1, 1952, under the title, “275 
Top-Paid Sales Executives.”” Not in 
cluded are companies whose securities 
are closely held and not listed. 

The editors sought to compare 
1951 and 1955 earnings of specific 
individuals. In cases where the 1951 
name did not show up in the latest 


proxy statement, the successor with a 
similar title was substituted. 

One of the interesting findings is 
that more than 40% of the individ- 
uals came up four years later with a 
higher title, as well as 
—more money. 


in most cases 


Of those receiving a promotion: 

31% were elevated to president or 
chairman (usually from  vice-presi- 
dent of sales) ; 

30% were upped to executive vice- 
president (usually from vice-president 
of sales) ; 

25% were raised to vice-president 
of sales (usually from general sales 
manager) ; 

14% had miscellaneous promotions. 


Salaries and bonuses 
(not including benefits) 


Cumu- 
lative 


% 


7 received in excess of $100,000 
3 <i $90,000-99,999 
80,000-89,999 
70,000-79,999 
60,000-69,999 
50,000-59,999 
40,000-49,999 
30,000-39,999 100 
Median: $52,500 (approx.) 
Mean: 60,305 


(continued on page 134) 


Earnings of Sales Executives before Taxes 


These tables, showing compensation plans of representative companies 
which must make public reports, were compiled from data covering the 
calendar or fiscal years 1955 and 1951. “Total Remuneration" is the 
sum of salaries, bonuses, commissions paid during the year. "Benefits," 
unless otherwise noted, are company contributions toward retirement pay; 
frequently contracts also call for consulting services after retirement. 


COMPANY 


Admiral Corp. 

Aerovox Corp. 

Allegheny Ludlum Stee! Corp 
Allen Industries, Inc 

Alpha Portiand Cement Co 
American Viscose Corp 
American Tobacco Co 


Atlantic Refining Co 
Best Foods, Inc 

Bethiehem Steel Co 
Black & Decker Co 


Boeing Airplane Co 

Brach & Sons, E. J 

Briggs & Stratton Corp 

Brown Shoe Co 
Brunswick-Balke Collender Co 
Bulova Watch Co 

Burroughs Corp 


California Packing Co 


Capital City Products Co 
Champion Paper & Fibre Co 
Chrysler Corp 

Cluett, Peabody & Co., Inc 
Continental Steel Corp 
Cook Paint & Varnish Co 
Cooper-Bessemer Corp 


Corning Glass Works 
Crane Co. 


Cribben & Sexton Co 
Crowell-Collier Publishing Corp 
Crucible Steel Corp. of America 
Cutler-Hammer, Inc 


Dennison Manufacturing Co 
Devoe & Raynolds Co. 


INDIVIDUAL 


W. C. Johnson 
W. Myron Owen 
R. M. Allen 

J. J. Tobias 

R. S. Gerstell 
H. L. Dalton 

E. A. Harvey! 

R. B. Walker! 
D. T. Colley 


W. A. Schroeder 
G. C. Spitzmilier 
J. V. Honeycutt 

Paul Mackall 

R. D. Black 

G. H. Tressiar? 

W. E. Beatle, Sr. 
E. O. Blomquist 

E. V. Oehler 


1. H. Granicher 
O. E. Seegelken 
Wm. E. Miller 
H. W. Suter 

A. vander Zee 
R. L. Palmer 

E. P. Severns 
W. H. Hoover 
C. G. Cooper 

S. E. Johnson 
C. D. La Follette 
F. F. Elliott 
Wm. Bynum 

H. E. Jalass 

T. L. Brantly 

W. H. Wiewil 
P. S. Jones 


D. C. Huntington 
E. C. Bishop 

J. C. Knochel 
Renshaw Smith, Jr. 
E. P. Kelly 

Geo. P. Gray 

R. A, Plumb 


V. P. Chg. Sales 

Pres 

V. P. Sales 

Pres. & Gen. Mgr. 

Ex. V. P. 

V. Ch. of B. 

V. P. Chg. Sales 

Dir. Sales 

V. P., G. M. Marketing 


V. P. Chg. Sales 
. Chg. Sales 


. Chg. Sales 


. Chg. Sales 
. Chg. Sales 
. Chg. Sales 
oc. V. P. 
5A. 


.M 

. Chg. Refinery Sales 
Dir. Sales 

. Chg. Sales 

. Chg. Purchasing 

.» Ch. Exec. Comm. 

. 8. M. 


<<7<<<<o< 


V. P., Treas. 
Pres.® Sr., V. P. Sales 


° Sales 
vr. 
Vv. 


z, 
P. 
Vv. P. 
P. Chg. Sales 


Exec. V. P. & Dir. Mktg. 


Div. S. M. 
V. P. Chg. Trade Sales 


V. P. Chg. Sales 
Pres. & G.S.M 
V. P. Sales 

Dir. Sales 
V.P.&S.M. 
V. P. Chg. Sales 
V. P. Dir. Sales 


Vv Com. Sales 


v 


. Chg. Eng. Sales 
Dir. Sales 
Chg. Sales 

. Chg. Sales 

. Chg. Sales, Adv. 
V. P. Chg. Sales 


<O<<<<<<<< 
 vTvuVvVTVTVvVTUvV UU 


M 


. Chg. Refinery Sale 


. Dir, Sales 
. Chg. Sales 
ir. Mdsg. 
. $.M. 
. P., S. M. 


. Sis. of Co. in Wash., 


V. P. Dir. Sales 
V. P., Dir. Sales 


Dir. Sales 


V. P. Chg. Trade Sales 
Div. S. M. 
Gen. S. M. 
Div. S. M. 


. Chg. Sales & Mktg 


TOTAL 


REMUNERATION 


57,886 
29.373 
29,655 
26, 155 


BENEFITS 


$16 ,397 


42,7388 
35,790 
20 008 
5,993 
3,797 
5,742 


21, 661 


10 


*Contract says compensation fixed from time to time by board but never below $56,250 


1 On April 6, 1955, Harvey retired. Walker took present post. Earnings cover less than while in active service 


full year. 
7Plus $873 deferred compensation payable annually for 10 years after retirement. 


5Pius (1) life annuity of $542 and (2) 10 year annuity dating from Nov. 18, 1955, of $6,602 
purchased by company. 

*Since May 31, 1955. 

10Not shown for individuals. 


2 Includes bonus of about $15,000, Jimited in any fiscal year to $30,000; based on .86% 
of consolidated net in excess of $1 million. 


3 Resigned during fiscal year ended Sept. 30, 1955. 
‘Total paid to date into retirement trust fund. 
11 Bonus of $36,000 payable in subsequent years. 


5Resigned Aug. 15, 1955. Unless he joins competing concern, to be paid $8,000 a year 
' 12 Resigned Sept. 26, 1955 


for 10 years or until death, 
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Drexel Furniture Co 

Endicott Johnson Corp. 

Flintkote Co 

Fruehauf Trailer Co 

Gabriel Co., The 

General American Transportation Co 
General Controls Co 

General Tire & Rubber Co 

Gerber Products Co 

Giddings & Lewis Machine Tool Co 


Glenmore Distilleries, inc 
Grand Rapids Varnish Co 


Hamilton Manufacturing Co 
Hamilton Watch Co 
Harris-Seybold Co 

Hart, Schaffner & Marx 
Heyden Chemical Corp 
Hooker Electrochemical Co 
Hurd Lock & Mfg. Co 
Inland Steel Co 
International Paper Co 
International Resistance Co 
international Silver Co 
Intertype Corp 

Jones & Laughlin Stee! Corp 
Kearney & Trecker Corp 


Kimberly Clark Corp 


Lockheed Aircraft Co 
Lone Star Cement Co 


Lees & Sons, James 
Lorillard Co., P 


Lukens Steel Co 
Mack Trucks, Inc. 


MacWhyte Co 
Master Electric Co 


Maytag Co., The 

Mead Johnson & Co 

Mergenthaler Linotype Co 

Mid-West Abrasive Co 

National Gypsum Co. 

Nopco Chemical Co. 

National Radiator Corp 

Nashua Corp. (Formerly Nashua Gummed 


_& Coated Paper Co ) 


13Top pay in company 


INDIVIOUAL 


B. R. Tuxford!2 
L. Merle 


F. H. Neher 

S. H. Ralph 
W. N. Barker 
C. L. Schneider 


L. W. Klein 
C. L. Philipp 
John F. Ray 
L. A. McQueen 
S. S. Poor's 
E. L. Johnson 
J. H. Bagley 
D. M. Laflin 
J. H. Daum 
R. E. Deateale 
J. A. Hager 


H. C. Evans 
L. F. Halligan 
R. R. Perry 
H. A. Porter 
John D. Gay 


. Manning 

P. Remensnyder 
. W. Hooker 
. P. Hurd 


. L. Block 
. C. Doane 
. A. Ehle 
>. D. Munson 
B. Stevens 
L. Zeitung 
T. Mann, Jr. 


. E. Timberlake 
G. Hazlett 


. W. Burk 
R. Kimberly 


. B. Squier 
. J. Mahon 
G. Gould 
. H. McFarland 
Lewis Gruber 
James Alden 
. F. Wiese 


G. Ewell 

. W. Dodge 
P. Tyler22 
T. Warner 

. R. Clements 
A, Bradt 
M. Johnson 
W. Reid 

H. Porte 

P. Jones 

P. Jackson 


rexr-omsoxniIm 


D. Crandell 

D. Davis 

S. Brown 

M. Baumgardner 


PRO 


. R. Carter 


Vv. P., G. S. M. 


Vv. P., S.M. 


TOTAL 
REMUNERATION 


,206'3 113,862 


714 40,101 


V. P. Dir. Exec. Comm . P. Ind’! Prod. Sales ' 995 


Vv. P. 


. Bidg. Mat. Sales 


Exec. V. P. Railroad Sales 


. P. Chg. Sales 
. P., Dir. Sales 


. Dir. Sales 


V. P. Chg. Sales & Advtg.. 
., Dir, Sales 


. P. Chg. Sales & Asst. Secy. . P. Chg. Sales 


. P. Chg. Sales 


. P. Chg. Mktg. 
.P.,G.S. M. 
. P. Sales 


P., $. M. 
. P. Dir. Sales 


. P, Chg. Sales 
.P.,S.M. 
. P. Sales 


. Chg. Sales 

. Chg. Retail Mdsg. 
. Chg. Mktg. 

. G.S.M. 


. Sales 
., Dir. Sales 
Dir. Sales 


. Chg. Sales 
. 8.M 


. Sales 


. P. Chg. Mdsg., Pres 


Wallach’s, Inc. 


Ch. Board 
Sr. V. P 
Pres 


Pres. 

Pres. 

Exec. V. P 
Pres.!8 

V. P. Sales'§ 
Consultant 
Exec. V. P. 


V. P. Sales 
V. P. Sales 
Pres. 


V. P. Sales 
V. P. Sales 


5 et 3 

. P., Dir. Sales?! 

. P. Dir. Adv. 

. P. Chg. Sales 
V. P. Sales 


V. P. Chg. Sales 


V. P. Chg. Sales 


V. P. Sales 


. Dir. Sales 
. G.S.M. 
. Chg. Sales 


Dir. Flatware Sales 
Vv. P., G.S. M. 
Exec. V. P. 


V. P. Sales 
V. P. Chg. Sales 


V. P. Chg, Sales 


S. M. 


. 8. 
 O., 
. S. 


Dir. Adv. 
V. P. Chg. Sales 


Exec. V. P. Chg. Sales 

V. P. Chg. Sales 

V. P. Chg. Mdsg. 

Vv. P., S.M. 

V. P. Chg. Sales, Service, Adv. 
V. P. Dir. Sales 


V. P. Chg. Sales 
Dir. Sales 


Sales Rep. Chg. Special Acc’t 


V. P, Chg. Sales 
Exec. V. P. 

Vv. P. 

V. P. Chg. Sales 


V. P..G. 8. M.____ 


14For five years after ending services, to receive salary at $28,000 maximum. 


15Now President General Tire Service, Inc., distributor, Providence. 


16Total set aside for retirement benefit. 


17 Highest in company. 


Still on board. 


18in July, 1955, Munson shifted from V. P. Sales, to Pres.; Stevens from S. M. to V. P. 
Sales; Ist quarter payments based on earlier titles 
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. > 71,220 
. Chg. West Coast Sales 68 ,060 
38,000 


39.351 


BENEFITS 


16,370 


6,905 


6,999 
7,215 
8 ,000 


99, 42016 
2,400 


17,706 
10,000 
7,351 


61,316 
25,000 
12,347 
15,000 
15,000 


15,392 


37,311'9 


16,000 


12,000 


14, 56620 
10,716 


$18,301 


7,991 
8,745 
9,252 
3,480 


13,197 


1,707 


19Credited to fund which, on termination of service, is payable in five equal annual instal- 
ments. Pension benefits of $17,289 under contributory and of $19,373 under non- 


contributory plan. 


20Plus (1) $16,918 set aside for retirement; (2) $17,000 bonus payable in future. 


21 Elected President, August 1, 1956. 
22Died Oct. 2, 1955. 


(Continued on Page 133) 
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The Professor Who Wrote the Theory 
Now Sells the Practice 


At the tender age of four Herman C. (for Christian) 
Nolen had a habit which, to any psychologist, was a harbinger 
of things to come: Little Herman used to stand between the 
trolley tracks in Muskegon, Mich., and force the motorman 
to pick him up for a ride to his papa’s office! Fifty years 
later the enterprising Mr. Nolen—who holds a Ph.D. but 
doesn’t use the “Dr.’’—has been elected president of Mc- 
Kesson & Robbins, Inc. Herman Nolen, who looks more like 
the football coach he wasn’t than the professor of marketing 
he was (at Ohio State) has tried—successfully—his hand at 
many things: He’s been a retail salesman, store designer 
army colonel, teacher. It was in ’47 that he abandoned teach- 
ing at Ohio to join McKesson & Robbins. Already he was 
well-known in sales circles as the author and originator of 
the “Time and Duty” studies as applied to salesmen. And 
his first real venture into industry was as v-p in charge ot 
drug buying for McKesson & Robbins. Next step upwards: 
v-p in charge of drug merchandising (buying and sales). In 
"53 he became a director and executive v-p in charge of drug 
merchandising \ great traveler, he’s ‘on the road”’ half 
his time, speaking at sales meetings, visiting divisions. Last 
year he was president, National Wholesale Druggists’ Asso- 
ciation. ... He feels he’s one of the “war miracles.”” Wounded 
in Sicily, he almost lost his life when the ship on which he 


and other litter cases were being evacuated to. Algiers was 


attacked by enemy planes. Today he and his wife, his college 
THEY’RE IN THE NEWS : 


sweetheart, live in Bronxville, N. Y. 


BY HARRY WOODWARD 


A Duffy Boy Rides Again omni 


. .. The Duffy in the saddle this time is Edward Patrick, eldest of the three. (The 
others: Ben and John, no small potatoes in their own rights.) He’s v-p of Hearst Adver- 
tising Service and he has just been named New York manager, Hearst Sunday Individual 
Market Group (10 newspapers). Born on New York’s West Side, Ed has been with 
Hearst 30 years. “Selling has changed since then,” he says in the understatement of the 
year. “I used to go out selling space with a rate book and a list of newspapers. Today's 
space salesman must be a market analyst and a merchandising expert and it takes a strong 
arm to tote the scientific facts necessary to clinch the sale.’ Ed didn’t rise, meteorically, 
from office boy to his job. He began as a salesman in the New York office of the St. Louis 
Post-Dispatch. He’s literally grown up with and around the idea of merchandising news- 
paper sales. Hearst was a pioneer in the technique and Ed has seen the organization’s sales 
soar many hundreds of percent in his time. Last year he had a serious operation, is down 
to a fit fighting weight after weighing for years over 200. “Got a lot of new clothes,” he 
says, “out of the deal.” 
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He Inhales His Work 


In the tobacco industry people call Lewis Gruber 
“Bud.” And now that he’s the new president of P. Loril 
lard Co. (Old Gold, Kent, etc.) the custom will prevail 
For Bud Gruber, one of the tobacco industry’s foremost 
sales strategists and the first tobacco man to be named to 
the Hall of Fame in Distribution, is a salesman first, a 
“boss” second. Gruber started small with Lorillard, 33 
years ago. He was a retail salesman who got to the top 
by being aware that nothing ever happens until a sale is 
made. His whole company career has been in the sales 
end: By ’46 he was sales manager and since ’52 he’s been 
v-p and director of sales. Although he began his work 
career as head of a New England sales force for a film 
company and knew nothing at all about selling tobacco, 
he wisely took a salary loss and swapped film for tobacco. 
His training was in the toughest market any neophyte 
could tackle. He pounded the streets of New York. Says 
he wore off several layers of concrete—but he made good. 
Lorillard sent him to the hinterlands for 13 years of more 
diverse experience, finally brought him back to New York 


where he’s been since. 


Bigelow's frontal attack on d 


istribution headaches: 


New Service Center Speeds 


Shipments, Cuts Handling Costs 


AST week a Philadelphia retailer 
L phoned an order to Bigelow Rugs 
and Carpets, slept on it, then decided 
to make late. 
Next morning the shipment was at 


some changes. ‘Too 
his door. 

this near-miracle (de- 
liveries used to take up to three 
weeks) is Bigelow’s brand-new, $1.2 
million Eastern Region Service Cen- 
ter at South Hackensack, N. J. There 
is getting off of both 
horns of the distribution dilemma: or- 
det 


Source ot 


the company 


and materials-handling. 


PRE-PUNCHED TAPE, TELETYPE AND 
IBM MACHINES are heart of Bigelow’s 
order-handling system. From tapes and 
IBM cards all necessary forms 
emerge almost automatically, requiring 
minimum of manual clerical work. 


other 


1. Customer tape and card. 


Major assets of this highly mechan- 
ized (Bigelow doesn’t consider it 
fully automated, yet) setup: 

—95% of orders received up to 1 
o'clock are shipped out the same 
day, if merchandise is in stock; 
50 employes (office and ware- 
house) turn out 2,000 units a 
week, compared with previous 
record of 500 units by 
number of workers; 
From order-taking through bill- 
ing, paperwork is almost com- 
pletely automatic, with only a 


Same 


2. Customer acknowledgment and 


district office follow-up copy. 


3. Original sales order, ~~ 
reports copy, and follow-up 
copy for service center. 


4. IBM stock record card 
for each carpet roll. 


5. Original sales order 
with stock number assigned. 


6. Shipping set. 
7. Bill of lading. 


8. IBM stock cards and 
customer cards for billing. 


9. Invoice set. 


10. IBM accounts receivable. 


few manual operations. 
District offices 
hourly stock 
Ww arehouse. 
The new Center replaces three 
warehouses (Bronx, Philadelphia and 
Boston), incorporates many 
tested at Bigelow’s 
Francisca and Cleveland ware- 
houses. First new service center to be 
planned from the ground up, South 
Hackensack will in turn serve. as pilot 
plant and model for updating the 
company’s five other warehouses. 


daily, 
reports f 


even 
rom the 


get 


innova- 
tions previously 
San 


THREE ACRES OF FLOOR SPACE, plus last word in a big Eastern rail and truck center, it services 13 states. 
mechanization make Bigelow’s new South Hackensack Building also houses company’s regional sales headquar- 
Service Center one of the industry’s largest and most ters and a training laboratory for the Bigelow Carpet 
modern warehousing operations. Located in the heart of Cleaning Institute. 


ea 


7 


DEALER STARTS BALL ROLLING. Arthur W. Zimmerman of Adam Meldrum DISTRICT OFFICE clerk with up- 
& Anderson Co. calls order into Bigelow’s Buffalo district office. Formerly to-the-minute stock list teletyped 
there was often a 10-day “blind spot” in which dealer couldn’t even learn from So. Hackensack Service Cen- 
whether his order was being filled. Now he usually gets confirmation before ter, has only to jot down customer's 
he hangs up. Bigelow estimates 75% of orders are by phone, has set up coded name and order. 

customer tapes to minimize repetitious note-taking. 


(continued on page 32) 
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Bigelow's New Service Center—cont. 


TAPE AUTOMATICALLY TRANSMITS all customer information to So. SERVICE CENTER RECEIVING LINE 
Hackensack. Clerk’s only manual task is to fill in pattern, size, and quantity has teletype machine for each district 
of order. Each district office keeps a file of customer tapes. office. One girl mans whole battery. 


wa a 


ONE goes to clerk who will assign specific carpet roll making it easy to find. Careful assignments also cut 
from stock records, Every roll has individual IBM card down on remnant losses. 


SALES MANAGEMENT 


ONLY MANUAL OPERATION is to PARKING STATION. Tapes rest here COPIES come off teletype from dis- 
answer queries on special orders. while carpet is assigned to order. trict office... 


ANOTHER form is filed to make up a SALES ORDER TAPE, recovered TWO NEW SETS OF FORMS—bill of 

variety of essential sales reports— from parking station, is teletyped to lading and shipping sets—come off 

daily totals by area, salesmen, price, Center’s warehousing department. machine in warehouse section’s office. 

lines, etc., etc. Clerk’s only operation is to separate 
them. 


(continued on page 34) 
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A love song 
» Is a Caress 
© set to music. 


A successful direct mail 
effort is good copy set 
on Reply-O-Letter. 


Given good copy, 
Reply-O-Letter sings 
sweetly — some 30%, 
40%, even 50% more 
sweetly than ordinary 
letters. That’s because 
it carries its own Built- 
In reply card (or enve- 
lope) so folks find it 
easier to reply. 


But the real music and 
much of the magic lies 
in the copy. Our cre- 
ative staff, artists and 
copy writers, are at 
your complete disposal 
without charge. 


To compose the sweet- 
est song of results you 
ever did hear, all you 
need is an open mind 
and a continuing use for 
good direct mail. 


23rd year of Service to 
organizations in every field 


INVESTORS PLANNING CORPORATION 
NATIONAL ASSOC. OF CREDIT MEN 
LONG ISLAND COLLEGE HOSPITAL 

MUTUAL LIFE OF NEW YORK 
U.S. CAMERA MAGAZINE 
THE BORDEN COMPANY 

REMINGTON RAND 
WESTINGHOUSE 


reply-o-letter 


7 CENTRAL PARK WEST 
NEW YORK 23, WN. Y. 
CIRCLE 5-8118 


Sales Offices. 
BOSTON - CHICAGO - CLEVELAND - DETROIT - TORONTO 


SHIPPING SETS LOCATE ROLLS in warehouse workroom bins. 


Bigelow's New Service Center—cont. 


INGENUITY in physical handling came from Bigelow’s own technicians. 
Here roll is removed by a ram lift specially designed with diameter small 
enough to enter company’s existing carpet cores. It eliminated expense 
of new cores. 


MECHANIZED HANDLING extends 
to concrete work floor where same 
ram rolls out carpet for cutting op- 
eration. 


PROCESSING INSTRUCTIONS for 
binding, etc. are right on same ship- 
ping forms. 


(continued on page 36) 


All postmarks are actual reproductions. Post offices mentioned in the text really exist. 


Grit covers a huge 


consumer market... 


16,000 true small towns 


Let's lift a Toast (N.C.) to the world beyond the 
big cities—an ulcerless world with a Pleasant View 
(Colo., Ky., Tenn.). 

Grit is favorite reading matter in 16,000 of this 
world’s small towns. They greet no 8:15, for 
they're far beyond the commuter’s orbit. They're 
solid, substantial places where everybody knows 
you and probably knew your grandfather too. 

Here is a world which frantic merchandisers 
haven't penetrated. Where cut-price sales are still 
very special events. Where, through sound adver- 
tising, you can build a consumer franchise that will 
bring you consistent year-after-year rewards. 

The problem is where to advertise. And the 
answer is Grit. For Grit is a kind of modern bible 
to better than 334 million people. They read it 
cover to cover for news, entertainment, fiction, 
comics, how-to-do-it. For a weekly sermon and a 


wr takytyigigts' «! 
ode, xixis 
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checker problem. And for buying guidance. 

No other national publication approaches the 
circulation concentration of Grit in towns of 2500 
and less—an astonishing 58.56%. And no other 
national weekly comes close to its ratio of single- 
copy sales—a huge 89.64%. 

More than a score of surveys offer ringing proof 
that Grit advertising pays off. Its cost is incredibly 
small—a big-space year-round campaign can be had 
for the price of a single page in a mass circulation 
weekly. 

So don’t stop your advertising Halfway (Ky., 
Oreg.). Put yourself in Plainview Cill., Minn., 
Nebr., S.Dak., Tex.) of the small-town millions. 
Schedule Grit! 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


BS Ee Sewer 


er > Sn i io 
NO AVVITIONAL PAPEKWORK is 
required to spell out special orders, 
like this custom job. Shipping form 
guides workmen. 


PLENTY OF ROOM and few people 
are outstanding features of the plant. 
Cut-order department at left holds 
2,000 rolls. Rug finishing is done in 
one acre devoted to work space. 


ASSEMBLY RACKS for truck ship- 
ments offer compact, vertical storage. 
Note that shipping labels are same 
forms that came off warehouse tele- 
type. 


Bigelow's New Service Center—cont. 


ELECTRIC OVERHEAD CRANE in roll goods 
section is guided with push-buttons on hand 
control-box. This bulk storage area covers 32,000 
sq. ft., holds 2,500 carpet rolls which feed into 
cut-carpet department. 


“FLOATING” HYDRAULIC LEVELS at the 10-truck, 
indoor loading dock can be adjusted to the exact 
height of each truck’s floor, insuring mechanized 
handling to the end. The Center also receives carpet 
at an indoor rail port. 


IS SWIFT, SMOOTH, SILENT, SURE 


Make it a point, on your next trip, to enjoy the smoother, quieter flight of the 


VISCOUNT — world’s first jet-prop airliner. Capital offers VISCOUNT service 
in New York, Buffalo, Rochester, Pittsburgh, Cleveland, Detroit, Chicago, 
Philadelphia, Washington, Norfolk, Richmond, Atlanta, Birmingham, Mobile 


apital 


For VISCOUNT Reservations and Information AIRLINES. 


See your Travel Agent or Call Capital Airlines 


and New Orleans. 
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Are You Here? 


Peoria retailers singled out these brands and companies for favorable 
—or unfavorable—mention in this Part | section of this report: 


Bernz-O-Matic Glidden 

Bauer & Black Ivory 

Brill Johnson & Johnson 
Colgate Kool-Aid 

Eastman Kodak Mennen 

Ex-Lax 

General Electric 


Revlon 

O. M. Scott & Sons 
Sheaffer Pen 
Schrafft 

Tampax 

National Cranberry Canners Tinge 

Toastmaster 


Pyrex 


Dealers Say Manufacturers Are Blind 
To Summer Sales Opportunities 


Why do so many manufacturers of non-seasonal products suffer 


from a warm weather slump? 


A panel of retailers takes a hard-boiled look at the situation and 


this is the drift of their opinion: 


Too many manufacturers lack promotional imagination. 


Too many manufacturers take the summer slump lying down... 
They reduce or cut out advertising and they've allowed their sales- 
men to develop a defeatist attitude toward summer sales potential. 


Many of those who do develop promotional programs and do 
advertise lose much of the value of their investment because of a 
total lack of coordination, or weak coordination, at the dealer level. 


Many manufacturers—from the dealer point of view—are making 
fundamental mistakes in policy and operating methods which dis- 
courage enthusiastic dealer cooperation. 


Dealers, while sounding off primarily about the summer problem, 
spoke out on many issues which get to the heart of the whole broad 
problem of manufacturer-dealer relations. 


if you make non-seasonal merchan- 
dise and sell through dealers. . . . 

And if your sales curve always 
makes a “U”’ during the dog days. ... 

How do you explain it? 

(Do you say... ?) 

“People go away . . . don’t shop 
in the heat . . . don’t care . . . just 
don’t buy as much in the summer.” 

“Dealers aren’t interested in pro- 
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moting anything but highly seasonal 
items like barbecue equipment, sun- 
burn lotion, ice cream, picnic foods.” 

“Summer has always been a tra- 
ditionally slow sales period for our 
line.” 

If this kind of thinking governs 
the nature and timing of your sales 
planning, this report is for you. At 
least some, perhaps 


most, dealers 


don’t see eye to eye with you. In fact, 
no matter what kinds of policies you 
believe to be best for your own short- 
and long-range selfish interests, this 
report is for you. 

The Editors of SALES MANAGI 
MENT thought it might be a good 
idea to ask some dealers how the 
feel about summer business, about 
summer promotion for non-seasonal 
merchandise, about some matters of 
manufacturer-dealer relations which 
affect not only summer volume, but 
year-around sales. 

An independent research organiza 
tion handled the interviews for us, 
and the 19 dealers who made up our 
panel (See list page 39, “Stores 
Participating in this Roundup”) 
spilled out some headlines, some 
“editorials,” and some _ footnotes 
which ring with the conviction and 
authenticity that come out of day-to- 
day dealings with the consumer and 
the year-in and year-out fight to main- 
tain solvency. Keep this in mind: 
These are your customers who are 
speaking. 

Our interviewers led off with this 
question: “If a company making non 
seasonal products indicates it is mak- 
ing special promotional efforts and 
sustaining its advertising during the 
hot weather, are you more receptive 
to suggestions for stocking, displaying 
and pushing this manufacturer’s mer- 
chandise in summer?” ) 

Seventeen out of the 19 dealers 
said ““Yes’’. 

Most of their responses indicate 
that the dealers, by and large, are 
neither bewitched nor discouraged by 
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the idea that wants and needs are 
suspended during the vacation months. 
(Three of them reported that. sum 
mer is their dest season. ) 

What they say reveals this simple 
line of thought: When manufacturers 
are interested enough in their wares 
to promote them and advertise them 
the dealer is interested in doing some 
thing on his own to cash the potential 
demand thus created. When the 
manufacturer coasts, the  deale1 
switches his attention to something 
else probably seasonal merchandise 

that is being promoted. 

Some sample quotes—and note all 
the way through this report the many 
meaningful aside-from-direct-answet 
comments which go to the heart of 
many basic sales policy issues: 

“Tf the manufacturer is ready to 
promote an item, we will certainly 
go along with him and carry it.” 

“Sure—if they give us something 
to work on, like banners for the win 
dows and other display material.” 

“Yes—I feel there are more and 
more items that can have year 
around appeal.” 

“Yes. I think it’s a good idea when 
they do advertise all year around. For 
instance, take cranberries. They've 
had quite a lot of promotion during 
the spring and summer and have sold 
quite well. I gave them good shelf 
space and used display cards.” 

“Yes. We're always ready to go 
along with any manutacturel who 
wants to spend money to help us 
make sales. Of course, there isn’t 
much point in our putting effort on 
items carried in every super market, 
like Johnson & Johnson products. 
‘They advertise on TV a lot the yea 
‘round, but you can get Band-Aids 
at any grocery store now. That’s true 
of a lot of items that used to be drug 
store items. Also, J & J don’t do as 
much in store displays as they used 
to.” 

“Yes, I guess I would. But you 
know the retail drug store is where 
they always want to start promoting 
anything and everything. Then after 
we have promoted it, the manufac 
turer sees the green grass in the super 
market and there goes the drug store 
item. I’ll promote anything so long 
as it is a drug store item. I’m of the 
old school; you don’t see picnic sup- 
plies and beach balls in here.” 

“Yes, if they let me know about it 
first. Generally they come out with 
a promotion on TV and in the news- 
papers telling people to get the prod- 
uct in their local drug store and, more 
often than not, we've never heard 
of the item. Revlon has done that. 
The last time they did it was on their 
suntan oil.” 
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Alan Ladd, star of Warner Bros, “Santiago” says: 


Here’s a man’s kitchen 
you can take anywhere! 


MODERN “PACKAGED” PROPANE GAS STOVE AND 
LANTERN LIGHT INSTANTLY WITHOUT MESSY LIQUID FUELS 


re fun if you have a 


ras Stove 


Lantern complete with fuel cylinder enty $10.95 
Two-burner stove with 2 cylinders enly $17.95 
One-burner stove with } cylinder 


Pertect for you putterers! 
New Bernz-O-Matic TX-60 Torch Kit 


(Best value on the market) Saves you $3.41 


SEE YOUR NEARBY 
BERNZ-0-MATIC 
DEALER IN 
PEORIA 

Aaron Hardware 
2425 W. Rohman 
Bran Baker Hardware 
621 W. Glen Avenue 
Baumann Hardware 

4 Knoaville Ave 
Donaidsen Hardware 
414 Western Avenue 


Foster Hardware 
C 


3498 Prospect Road 


Graham- Ramsey, Inc. 
108 £. McClure Ave 
Johnson Hardware Co. 
336 Fulton Street 
Kelly Seed & 
Hdwe. Co 
116 S. Washington St 
Miller Hardware Co. 
3024 N. University 
Mohr's Hdwe. & 
Sport Goods 
45 Lincoln Ave. 
Mt. Hawley Hdwe. Co 


Mt. Hawley Rd ® 
Roth Hardware Co. 


Shaheen Hdwe. Co. 
Ww 


t Kansas 


Sheridan Hdwe. & 
Gift Shop 
613 N. Sheridan ® 


Stein Hdwe. & 

a match, and you're cooking with Supply Co 
propane gas—so Clean, it never black- Wastington St 
ens. pans or lantern globes. 

The propane gas comes in a dis “= Yards Farm 
posable fuel cylinder that gives you supply Co 
hours of fun with both stove and lan- 4S Cam 
tera yet costs only $1.69, Streibich Hdwe. Co 


For every kind of outing—and for 


gton St 


N. Ada 


emergencies, too, be sure you have a 
Bernz-O-Matic Stove and Lantern. At Sweetnam Hatwe. Co 
hardware and sporting goods stores — 
everywhere. (Send 25¢ for recipe Taylor Hdwe. & 
book by Joe Bates, Jr., “Outdoor Variety 
Cooking Made Easy.”) pence 

Uplands Hdwe. Co 


a 


IN 
PEORIA HEIGHTS 
onty $9.95 Gamble Store 

44)4 Prospect Road 
Heights Hdwe. Co 


4612 Prospect Road 


Warnock Hdwe. Co 
kit st s special reduced price— lS Prospect Reed 
a $10.90 value at only $7.49. 
Also available: soldering kit IN EAST PEORIA 


$8.95 value only $6.95, all-pur- Sommerfield Hdwe 
Co. 


? There's a pose kit $13.1 Svalueonly$s.88. 
1 a box of Replacement fuel cylinders 


kerter solide 


furniture-—the pencil berner pliances now only $1.69 at 
tility burner head for your favorite hardware, sport- 
g copper fittings and s ing goods or department store. 

st of other jobs. You get this Write for Oo it Yourself Booklet, 


Utility Torch Kit 


PROPANE GAS CYLINDERS ond APPLIANCES 
(Cylinder interchang: 


Obie on stoves, lantern and 


38 €. Washington St 


Fon Du Lac Hdwe. 
Co 


wing to ft all Bernz-O-Matic ap- 


115 W. Washington 
OTHER CITIES 

Carroll Hdwe. Co 

205 N. Main St 

Son wa ; 

Ehretts Hdwe. 


torch) 661 S. Adams St 


* OTTO BERNZ CO., INC. © 760-1 DRIVING PARK AVENUE ¢ ROCHESTER 13,'N.¥, Creve Coeur 


IN “PARADE” sent customers in; dealer hadn’t heard of promotion. 


Stores Participating in This Roundup 


GROCERY: 
Well’s IGA Market 


Adams Street Super Market 


Sieks Brothers Market 
The Village Market 

Haddad’s Super Market 
John Bee Super Market 


Thompson’s Super Market 


Milo’s Park N Shop 
White Star Market 


HARDWARE: 

Shaheen’s Hardware Store 
Warnock Hardware 
Graham Ramsey 

Johnson Hardware 


DRUG: 

Green’s Drug Store 
Jerry’s Pharmacy 
Goodwin’s Drug Store 
Decker’s Drug Store 
L. E. Throckmorton 
Bogard’s Drug Store 


ee, 


—Set Dts 
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Ride with the 


WINNER! 


“Local Boy Makes Good”! That's the story of 

Andy Roberts, singing star on his own local show or 
WTAR-TV, formerly with-such big names 

as Jimmy Dorsey, Gene Krupa and 

Sauter Finegan. And just recently three- 
time winner on Dennis James’ 

“Chance of a Life Time” 

Andy took the $3,000 but passed 

the engagement in Las Vegas (at 

$1,000 a week) to come home 

to Norfolk and continue 

4 making his big audienc« 

<5 oad and his advertisers happy 
Won’t you join them? 


Andy Roberts is on | CHANNEL 
12:05-12:30 P.M. (Mon-Fri) = | a 
Available for | 
Class C” participations | NORFOLK VA 


Write or call your Petry man 
or WTAR-TV, Norfolk 


Represented by Edward Petry & Co., Inc. 


STRONG 


In Farm Readership 
In The Rural Southwest! 


Farm readership depends on the 
character of a magazine. And what 
gives a farm magazine character? 
Surely neither newsstand sales nor 
urban circulation. The best criter- 
ion by which you can judge the 
character of a farm publication is 
by its R.F.D. coverage. 

And that’s where The Farmer- 
Stockman is strong . . . where a 
farm magazine ought to be strong 
... with more than 426,000 rural 
families of readers! 


The Farmer-Stockman 


OKLAHOMA CITY @ DALLAS 


Coming . . . September 7 


How to Grow Twice as Fast as Your Industry 


A report on fast-stepping Hewlett-Packard Co., maker of elec- 


tronic measuring instruments. 


in Sales Management 


While 17 out of 19 dealers indi- 
cated their receptivity to ideas for 
summer retail store promotions to tie 
in with advertising and promotional 
activities offered by manufacturers 
(and such near-unanimity of opinion 
must mean something), let one of 
the dissenters speak. His reaction is 
doubly interesting because it deals 
with the same “for instance’ that 
turned up once before. The owner 
of a grocery market has this to say: 

“There’s one promotion going on 
right now—the National Cranberry 
Canners. You probably feel as I do 
that this is a seasonal item, but they 
are trying to make it a non-seasonal 
item. We are not willing to display 
it and take up room in our store 
which I feel could be used to better 
advantage with hot weather items, be 
cause I don’t feel it will be success 
ful. I'd prefer to display items I know 
the season calls for. It is much more 
advantageous for us to display and 
push picnic supplies, etc., at this time 
of year. I think it is a waste of time 
to push non-seasonal merchandise.” 

The interviewers next raised these 
questions: “Do you generally feel that 
manufacturers are doing enough to 
help you overcome your own problem 
of sustaining sales in summer? What 
more would you like them to do?” 

Here most dealers broadened thei: 
answers to include gripes about sales 
policies and practices that affect sales 
on a year-around basis. 


Some cheers: 

“Some manufacturers do quite well 
in thinking up angles for summer. 
Bauer & Black advertise the vear 
around. They talk their elastic sup 
ports for swimming in the summer 
and for football and basketball in the 
winter. Of course, maybe they talk 
about a little thinner elastic stocking 
for summer, but on most items they 
find something to use for a special 
seasonal appeal. 

“Tampax does such a good sum 
mer job of advertising the product 
for wear with bathing suits and un- 
der thin dresses that our pad sales are 
"way down. 

“Sheaffer Pen is doing more this 
summer than ever before . . . but | 
think many other manufacturers 
could do a lot more of this sort of 
thing.” 

A hardware dealer picked Glidden 
as a sample of a company doing a 
good year-around job in advertising 
and promotion. “In fact, they’re in- 
troducing a new promotional plan this 
very day (early July) at a dealer 
meeting this afternoon, so I don’t yet 
know the details of it.” 

““Mennen’s now stress their pow- 
der, etc., the year around. They used 
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What Plagues 
the Retailer? 


Coupons (“A damned nuis- 
ance’”’) 


Order-stuffing (Yes, it still 
goes on) 


lll-mannered salesmen 
(“They won’t sell me that 
way”) 


No birth-control on new mod- 
els (“We just can’t stock 
all of them’) 


lll-advised packaging and 
packing (“Cases of some 
products are too big for my 
needs”’) 


Chain competition (“ Every 
super market sells Band- 
Aid’) 


Lack of communication 
(“They tell the doctors but 
they don’t tell us’’) 


Lack of sales-advertising co- 
ordination (“The ads say 
‘see your druggist’—but we 
can’t get the stock’’) 


to drop off in summer. Well... a 
baby needs to be powdered every time 
he’s changed, winter or summer. 

“In my estimation Eastman is one 
of the best examples of what can be 
done in all seasons: They play up tak- 
ing pictures at all times of the year.” 

“In my opinion General Electric 
is one of the best companies. They 
have a few very fine styles and keep 
them, so a person in a smaller store 
can stock the line and not constantly 
have calls for styles he doesn’t have. 
They have one style of toaster, while 
‘Toastmaster has five styles, which 
makes a lot of trouble. Same way with 
fans. G-E doesn’t have many styles to 
bother with. What they do have are 
good styles people want.” 


Some jeers and challenges: 

Druggist: “Many are doing a very 
poor job. In the case of one of our 
suppliers, if we want to sell their 
merchandise, we have to buy display 
materials from a company in Los An- 
geles.”’ 

Grocer: “Few manufacturers give 
us the help we need. The trend is 
toward the chains and all the pro- 
motion seems to be pointed toward 
them. So often a manufacturer will 
offer a deal on 25 cases, and a small 
independent operator just can’t han- 
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MR. EDITOR 


"| spend 90 minutes 
daily reading your 


paper." 


READERS SAY the nicest things in their letters 
... like the above...and also the oddest. Like 
the lady who wrote, "print the ads larger. They 


are nice and newsy but they would be easier to 
read if twice the size.'' (We certainly wish our 


advertisers would do just this. ) 


But whatever they say, their DEVOTED READ- 
ERSHIP proves that we are as much a part of their 
homes as the kitchen range. Of 5,000 of our 
48,086 subscribers polled recently, 16% took the 
pains to reply. 


Such reader loyalty together with our 99% 
City Zone readership provides superior coverage 


of a SUPERIOR MARKET — the TROY, NEW 
YORK MARKET — city zone population 129,600. 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 


'* YOUR Company 
OS OvER>s 0°00 
Per YEAR tor 
INSURANCE 
al 4 


EATON's 
Mascon 
AT-A-GLANCE- 


Products 


—— 


Distinctive Busin Gifts 


dle that kind of deal. Most deals are 
too big for us. Unless I can turn my 
stock in a month’s time, I’m not in- 
terested.” 

Hardware dealer: “With all the 
manufacturers have to work with, it 
seems to me they could come up with 
good promotional ideas.” 
“One thing I'd like to see 
the manufacturers do is cut out those 
damned coupons. They are an awful 
lot of trouble to the grocer and in 
the long run they cost us money. They 
hold up the checkers at the check-out 
and are a constant source of 
irritation. Why can’t they just knock 
off the amount of the coupon from the 
price? The customer would appre- 
ciate it just as much. 

“And another thing: All these spe- 
cial packages and different sizes! It’s 
just impossible to keep them all i 
stock. Take cleansers: Sometimes 
they come three in a package, then 
they'll run a Ic sale with four in a 
package for the price of three. Soaps 
of all kinds do this too. Our shelf 
space is limited; we can’t handle all 
that stuff.” 


more 
G yrocer 


counter 


This grocer isn’t alone in his think- 
ing. One of his fellow-grocers is also 
doing a slow burn over coupons. He 
cries out: 
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a Mey neal Youn Selling Messages 
on The dates you with, | 


4 


National Business Gift Surveys, conducted during the 
past several years, clearly prove that business people pre- 
fer the Nascon ‘““WEEK-AT-A-GLANCE” and “WEEK- 
AT-A-GLANCE Jr.” books. 


These distinctive books, which provide for a full week of 
appointments and memoranda at a glance, plus an alpha- 
betical telephone index, are assured of constant use, and 
offer an exceptional opportunity to keep your name or 
trade mark before customers every day. Insert pages, 
containing strong selling messages, can also be bound 
into the fillers of these books exactly where you desire. 


Without obligation, send today for full de- 
tails and a free copy of the folder, entitled, 
“HOW YOU CAN PROMOTE SALES” 


475 FIFTH AVENUE 


“Let the manufacturers find some- 
thing to take the place of coupons! 
If they want to put out a special pack 
5c off, that’s okay, but redeeming 
coupons is a lot of trouble and it costs 
us money. Maybe a case of soap costs 
$7. We sell it at 3lc a package. It 
returns $7.44. Then the coupons sit 
here for two or three months. Then | 
pick up $2.40. In other words, we’re 
financing the big soap companies. The 
same way with advertising. One com- 
pany offered a 39c box free; by the 
time the salesman got to me, he didn’t 
have enough money with him to re- 
deem my coupons and I was holding 
an awful stack of them. I had to 
wait until his next trip to get my 
money.” 


Complaint: Drug Items Elsewhere 


Druggist: “The major complaint 
we have concerns the many 
being pushed 


things 
in every other type of 
store when the products are 
tially drug store items. There 
Illinois Fair Trade law; we 
it's wonderful. But an_ individual 
store has to buy from a jobber who 
has a profit to make, too. And now- 
adays so much is sold in large quan- 
tities to chains buying direct. On a 
lot of items the manufacturer has a 


essen- 
is an 


think 


NASCON PRODUCTS - SPECIALTY DIVISION 


Division Eaton Paper Corporation 


YEW YORK 17, N.Y. 


price which will give the fellow who 
buys direct a fair profit, but the stores 
that buy from a jobber don’t get 
enough markup. After all, the retail 
price set by Fair Trade is the 
for both.” 
Druggist: ‘ 


same 


“The manufacturers need 
to think up more ways to use items 
the year around. The weight people 
talk about not being too heavy be 
cause you don’t look so good in a 
bathing suit, but no one wants to be 
heavy any time.” 


A lot more could be done 
with non-seasonal items. I don’t be- 
lieve there needs to be many seasonal 
items any more. You know, I man- 
aged a store in a suburb of Los An- 
geles, and out there they don’t think 
much about seasons. We don’t need 
to here any more, so far as merchan- 
dise is concerned. We can get almost 
any kind of food all times of the year, 
and with modern transportation and 
storage we don’t need to worry about 
seasons. I don’t see why the chili 
people don’t play up chili as a hot 
dog sauce in the summer. And I can’t 
see why Kool-Aid can’t ‘be pushed ji 
winter. 

Grocer: “Think up more ways to 
use items 12 months of the year. With 
all the air conditioning in both res- 


Grocer: “ 


SALES MANAGEMENT 


How to make more 
of your salesmen 
profit-minded 


2,500 companies now employ Research Institute’s new 
method for developing in salesmen that certain ‘‘some- 
thing’ that top-producers have that enables them to 
get so much more and so much better business than 
salesmen who lack the ‘**X”’ factors. 


This new approach to sales development is different 
from anything you have ever seen. It is not just a 
sales training program. It is not a plan designed to 
replace anything you are doing now. It does not 
infringe upon the parts of your sales operation that 
can be performed only by a good sales manager. It 
is simply a way to squeeze a little more profit out of 
everything you are doing now! 

The Research Institute, an AAA-1 independent 
research organization with a $5,000,000 research 
budget, provides a practical, tried-and-proved “plus 
factor” that amplifies the effectiveness of anything 
your company might already be doing to step up sales. 
Five years of research went into the development of 
this plan, plus a penetrating study of the pooled ex- 
perience of more than 30,000 Research Institute 
member companies. Years spent in testing thousands 
of salesmen served not only to isolate the “X” factors 
of successful selling, but pointed the way to a new 
“whole man” concept of devetoping these highly de- 
sirable sales attributes in men who have not come by 
the “X” factors naturally. 


Salesmen like the plan and USE it 
This is much more than a sales training program. It 
develops the salesman—develops the “whole man”— 


You can get more of the profitable business 
you want by developing in more of your salesmen 
those vital ‘*X” factors your best men have. 


gives him self-confidence, builds high enthusiasm and 
the ability to think creatively. It engenders a feeling 
of importance to society; develops the right attitude 
toward company, job and customer. 


Naturally, it won’t make every man a star. Nothing 
is that good. But, superimposed upon your own train- 
ing with respect to your product, the Jnstitute plan 
employs the power of the “third party” influence to 
develop the desirable traits that the immediate supe- 
rior in a salesman’s own company sometimes finds 
so difficult to instill. 


It’s easy to find out whether, in your 
judgment, this plan can be of help to you 


Half an hour with our representative should do it. 
Regardless of any decision you make you will get 
enough good sales ideas to repay you many times 
over for the time you take to see how other sales 
executives use our plan to make more of their men 
top producers of profitable business. 

We urge you to fill in and mail the coupon. We'll 
work out a meeting date convenient to you. 


A few of the 2,500 companies now profiting 
by sales membership in Research Institute: 


Consolidated Freightways s Gould-National Batteries, Inc. 
a Maxwell House Div.—General Foods = Minnesota Mining 
& Manufacturing Co. = Morse Twist Drill & Machine Co. s 
Pillsbury Mills, Inc. # Royal-McBee Corporation # Schering 
Corp. s Square D Co. s Standard Oil Co. (Ohio) = Texas 
Power & Light Co. s Twin Disc Clutch Co. s. Valvoline Oil 
Co. = Western Air Lines, inc. = Western Printing & Litho- 
graphing s Yardley of London, Inc. 


Planning For Profit 


Free SALESGUIDE: The 


Research Institute SALESGUIDE 


“Don’t Drift — Decide” 


tackles the salesman’s number one job problem — planning. It uses a fresh approach 
... brings home to a salesman the true value of his time... simplifies what is often 
made a confusing and discouraging problem ...avoids the taint of “just another 
company attempt to make me do more work” . . . is helping thousands of R.I.A. mem- 
ber salesmen plan their way to easier, better selling. A copy is yours for the asking. 


Research 
Institute ee 
of America ©«:°.° 


AUGUST 


17, 


SELLING ANB MERCHANDISING DIVISION 
589 Fifth Ave., New York 17, N. Y. * Plaza 5-8900 
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Research Institute of America 
Selling and Merchandising Division, Department 19 
589 Fifth Ave., N.Y.17, N.Y. « Plaza 5-8900 


[] Please send me the free SatesGuipe “Don't Drift — Decide.” 


(0 I'd like to hear more, about how other companies, with sales 
forces about the size of ours, use your new approach to im- 
prove their own sales programs. (We have [ ] salesmen.) 


Name 


Title 


Company 


Street Address 


City 


a day, seven days a week. 


MENT. 


How Sales Management 
Developed This Report 
The facts and opinions reported here, and in Part II to follow in the 
September 7 issue, were gathered in depth interviews with 19 inde- 
pendent retailers of drugs, groceries and hardware, in Peoria, Hi. 


The object was to get a candid expression of opinion from a typical 
dealer group about the sales and promotional policies of manufacturers 
whose goods they sell—or deliberately choose not to sell. They in- 
cluded dealers located in low, medium and high income areas. They 
embraced all! sizes of stores ranging from small neighborhood estab- 
lishments to a big super market which stays open twenty-four hours 


There were two reasons for selecting Peoria for the interviews. 
It is a city where the population, economy, distribution facilities and 
advertising media availability are such that it is frequently selected 
as a test city. And a qualified local research organization, the Scotti 
Bureau, was available to do the interviewing for SALES MANAGE- 


The interviewers were asked to conduct guided conversations with 
the dealers—guided in the sense that the retailer’s point of view was 
sought on nine questions, all of which were focused on the problem of 
the summer siump in non-seasonal goods. While the dealers answered 
the specific queries, they were encouraged to amplify their replies, 
to “get things off their chests.” And most of them did. 


taurants and homes, people will soon 
be eating the same all year. Then we 
can stock the same items all year. We 
can get most of them now, in any 
season.” 

Druggist: “Supply display material 
at no cost. Brill cream just raised the 
wholesale price, but we have to main- 
tain our resale price and pay for ad- 
vertising the product besides.”’ 

Grocer: “One thing some manu- 
facturers could do would be to put 
slow-moving stuff like raisins in cases 
of 24’s instead of 48’s. That would 
be a lot better because what we 
haven’t shelf space for we have to 
refrigerate. We don’t put 48 pack- 
ages on the shelf.” 

Grocer: “I’m against odd-size pack- 
aging. ‘he average grocer just hasn’t 
the space for that sort of thing. | 
have already cut down to the bath 
size, only, on Ivory soap. All these 
different size packages are a device to 
force you to buy more merchandise 
and I’m cutting it out.” 

Hardware dealer: “They could do 
more promoting of things like Pyrex. 
We put that away in the summer be- 
cause it doesn’t sell. Of course, one 
of the biggest helps a manufacturer 
of non-seasonal items could give us 
would be to stop so much changing 
of colors and designs. I realize this 
is part of progressive America, but 
Pyrex keeps coming out with new 
shades. People ask for them when 
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they see them pictured in the ads, and 
when you can’t carry some of them, 
they think you aren’t keeping up to 
date. But you just can’t order every 
new color before you move the stock 
you have.” 

Grocer: “It seems to me that with 
all the air conditioning‘ and outdoor 
cooking, the meat people, the soup 
people and the coffee people, for ex- 
ample, could come up with more new 
ideas for encouraging people to eat 
more hot foods in summer.” 

Druggist: “The manufacturer 
shouldn’t try to sell every retail out- 
let. Even tobacco stores sell Ex-Lax 
and Band-Aid. We used to carry 
Schrafft’s candy— it’s very good candy 
—but now they are selling it in filling 
stations and every place you can think 
of, so we stopped stocking it.”’ 

Druggist: “One big thing manu- 
facturers could do to help us is to see 
that we get the stuff before they ad- 
vertise it. There has been a lot of 
advertising for Tinje for a couple of 
months. Just three weeks ago we got 
it, just couldn’t get it before that. 
And that poison ivy cream Arthur 
Godfrey has been advertising : 
we've had dozens of calls for it and 
we never have been able to get it. 
Whatever that fellow Godfrey adver- 
tises really sells.” 

Druggist: “One thing makes us 
most uphappy: the promotions which 
are advertised and we don’t get in on 


until they’re half over. Why is it 
that the chain stores and super mar- 
kets get them first? For instance, 
maybe Colgate is selling two 47c 
tubes of tooth paste for 69c. Maybe 
we get the promotion, but not until 
the chains have had it for a while and 
often the advertising on it has been 
done. People come in and ask for the 
product, but we don’t have it, so they 
go to a chain store to buy. I feel it’s 
up to the wholesaler to do something 
about this. His salesmen should get 
the promotion to us because the manu- 
facturer’s salesmen are going to get 
it to the chains.” 

Hardware dealer: “Give us much 
more cooperation in letting us know 
what promotions they’re having and 
when. This happened recently: We 
carry a line of Bernz-O-Matic pres- 
sure ‘tools, stoves, etc. The stoves 
which can be used for camping have 
a seasonal appeal, but as a whole, 
it’s not a seasonal line. There was a 
recent ad in Parade for a Bernz-O- 
Matic 2-burner stove which was ad- 
vertised for only a couple of dollars 
more than a 1-burner stove. The ad 
said ‘see your local dealer,’ and listed 
the local dealers. When people came 
in, we hadn’t heard of this promotion. 
We called the distributor and he 
hadn’t heard of it either. This is an 
example of bad planning some place. 
Both the advertising agency and the 
manufacturer’s own advertising de- 
partment should work more closely 
with the sales department. 

“Another thing: Companies need 
to do more to see that their salesmen 
are trained properly. There’s a fellow 
with ———————- Co., for instance.” 
He has some excellent discounts to 
offer me — 40% to 50% on kitchen 
ware, tools, etc., but I wouldn’t buy 
a dime’s worth. When a salesman is 
talking to me and a customer comes 
in, I naturally walk off and take care 
of the customer. I did this a couple 
of times with this salesman, and he 
finally said, ‘If you’ll just stand still 
a minute, I have something of inter- 
est for you.’ Well, he’s not here as 
a favor to me. He’s here to sell me, 
and he isn’t going to sell me that way. 

“One company that is doing a nice 
job is Scott (O. M. Scott & Sons). 
They sell a full line of lawn supplies, 
grass seed, weed killer, etc. It is really 
a seasonal line, but they treat it 
almost as non-seasonal—a long season 
at least—for they start in the fall to 
push items which are applied from 
then until after the snow falls, then 


*The editors have mercifully cloaked this 
manufacturer in anonymity. The reference 
was to one of America’s widely-known 
hardware firms. 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens ! 


4.250,000 DELIVERED COPIES EACH MONTH 


‘‘Living by the Book”’ is no abstraction! 
It?s always something definite and concrete —to do, to make, to buy. It’s 
Dad fixing a leaky faucet. It’s Mom laying out a rose bed or planning a 
patio buffet supper for family and friends. It’s Sis 
doing her room over. It’s Junior dreaming about the 
portable outdoor barbecue Dad’s been hinting at. It’s 
a family conference on a combination vacation-uranium 


hunt first seen in the Book! 


Separately and together, every member of the 
family turns to Better Homes & Gardens for 
help with today’s tasks, inspiration for tomor- 
row’s plans. That’s why they refer to it, affection- 
ately, as “the Book’. It’s more than a book. It’s the 
, spark for the warm friendly fire that burns 


everywhere on America’s hearthstones! 


Isn’t this the way you use it? 


*15,500,000 people read an average issue of BH&G! One- 
third of the 123,800,000 people 10 years of age and older in 
the U.S. read one or more of every 12 issues. That’s 44,150,- 


000 people—and over 40% of them are men! 


during the year... 


1/3 of America reads Better Homes and Gardens ! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12-Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 


AUGUST 17, 1956 45 


they promote the use of some products 
starting in the spring before the snow 
is off the ground. 

“They have a trouble-shooter go- 
ing around. A well-trained fellow 
was in here yesterday to see if we had 
any customers who needed help, who 
were dissatisfied, etc. He is out now 
calling on a customer whose yard 
doesn’t look right to one of our sales- 
men who lives nearby. The customer 
hadn’t complained himself, but this 
Scott fellow was anxious to go out 
and see what he could suggest. So... 
you see that is really seasonal mer- 


chandise that is worked a large part 
of the year.” 

Grocer: “They can do a better job 
of teaching their salesmen how to 
behave. One man came in here a 
while back with a bill from the com- 
pany. I owe nothing but the bills for 
stock as it comes in, and this fellow 
said, ‘I’ve got a bill here I’d like to 
collect if anyone around here has 
enough money to pay for it.’ 

“T didn’t say anything to him then, 
but since then I’ve had more trouble 
with him. He has put cheese in my 
meat department that I never ordered. 


WORCESTER’S Growth is 
still on the rise 


...And TELEGRAM & GAZETTE 
Circulation is at an All Time High 


93.6% 


INTENSIVE COVERAGE 
WORCESTER COUNTY 
Daily — 158,551 
(Sunday — 105,474) 


Metropolitan Worcester County Market 
1956 vs 1946 


Population .. UP 23 % 
Retail Sales . UP 98% 
FP 


Ele « 


(580,200) 
($624,927,000) 
($927,233,000) 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


OWNERS OF RADIO 


STATION WTAG AND 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


WTAG-FM 


And a case of his salad dressing came 
in partly smashed and the oil from 
the dressing got on the jars that 
weren’t broken. I refused the whole 
shipment. We had quite a round on 
that. It sort of bothered me. I thought 
maybe I’d just taken a dislike to the 
guy, so I asked a friend of mine who 
is also in the grocery business how he 
got along with this man, and he said 
he threw him out of the store not 
long ago. I’m about to call the com- 
pany and tell them I don’t want him 
calling 6n me.” * 

Druggist: “If you want to consider 
the prescription department, I think 
when new medicines come out, we 
should be sent samples. The phar- 
maceutical houses send their detail 
men to the doctors and they flood the 
doctors with samples. The doctor in 
turn will write a prescription for the 
new drug and we don’t know what 
it’s all about. The detail men don’t 
even bother with the McKesson out- 
let here. The only drug houses that 
have sent samples to me are Ciba and 
Merrell. If we had samples, at least 
we could tide someone over on his 
prescription until we could fill the 
whole thing.” 

Whenever SALES MANAGEMENT'S 
own field editors, or independent re- 
searchers working in the magazine’s 
behalf, interview dealers on any sub- 
ject having to do with dealer-manu- 
facturer relations, it is our observa 
tion that it doesn’t take more than 
five minutes of elapsed conversational 
time for the dealer to volunteez the 


*This time the reference is to one of the 
biggest and best known companies in the 
food field. 


FOR SALES MANAGERS 
Did you lose sales last month because 
your product wasn’t on the Consulting 
Engineer’s Specifications? 
Sell the man who Writes the Specifications 
CONSULTING ENGINEER 
227 Wayne St., St. Joseph, Michigan 
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Tires-Dealers{Cont’d) 


LEE OF CONSHOHOCKEN TIRES 


Tires and Tubes 
Accessories 
Batteries 
Recapping 


“WHERE TO CALL” 
FACTORY BRANCH 
LEE TIRE & RUBBER CO OF NEW YORK 
INE 1010SawMil!RunBivd ---HUbbrd 1-1777 
DEALERS 
HAREN SERVICE STATION 
Retail And Wholesale 
1400SawMillRunBivd - - --PLantatn 1-9787 
PIETO’S JOE SERVICE STATION 
300ChartiersAv-FEdri 1-9034 


‘Yellow Pages’ Trade Mark Service nays off for LEE Tires! 


f»- — 


Find Your 
Nearest Dealer 
In The 


‘Yellow — 
CC © 


N J 


“N 


| 


Displaying This Emblem In Your 
Advertising Means More Sales 
For Your Dealers 


AUGUST 17 1956 


Lee Tire & Rubber Company uses Trade 
Mark Service in the ‘Yellow Pages’ of tele- 
phone directories in hundreds of markets. 
To prove the effectiveness of this program, 
Lee made a test study using one of their 
factory branch stores in Pittsburgh. Re- 
sult: 1100 sales inquiries in 12 months. 
As a result, Lee’s advertising now car- 
ries the tie-in reference, “See your Lee 


of Conshohocken Dealer listed in the 
‘Yellow Pages’ under “Tires.” 

Today, among Lee dealers who are ad- 
vertising in the ‘Yellow Pages,’ success 
stories are commonplace. One dealer, for 
example, who without ‘Yellow Pages’ ad- 
vertising sold only 35 Lee tires in one 
year, sold 43 in one week through his new 
listing under the Lee trade mark heading. 


An experienced Trade Mark Service representative is ready to outline a custom-made 
plan to fit your marketing program. Just call the Bell Telephone business office. 
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how's your 
industrial 
distributor 
coverage in... 


San Antonio and San Diego, Salt 
Lake City and Savannah, Sacra- 
mento and Saginaw, St. Paul and 
Shreveport? 


Getting the right number of indus- 
trial distributors—and in the right 
places—is the first step in building 
a successful distributor organiza- 
tion. And, it’s not an easy job. 


What does a distributor want to 
know before taking on your line? 
Obviously, he wants to know how 
it will profit him. If you can show 
him that your product is well 
known, has a ready market and 
offers a fair profit, he’ll listen. If you 
can point with pride to your dis- 
tributor sales policy, engineering 
and technical help and advertising 
support, so much the better. 


INDUSTRIAL DISTRIBUTION can help 
you attract new distributors. It’s 
the distributor’s business publica- 
tion—helping him do his job better 
and more profitably. 


INDUSTRIAL DISTRIBUTION reaches 
industrial distributors of all sizes 
throughout the country, whether 
general line organizations or spe- 
cialists. It is read by the executives 
who make the decision to add a new 
line. It’s the most logical place to 
talk business with industrial dis- 
tributors. 


INDUSTRIAL DISTRIBUTION’s all-paid 
distributor circulation is now at an 
all-time high. It reaches the largest 
audience of industrial distributors 
ever assembled. 


If you would like further informa- 
tion or help, write. 


Industrial 
Distribution 


A McGraw-Hill Publication * ABC © ABP 
330 W. 42nd St., New York 36, N.Y. 
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story of some experience which spot- 
lights the tremendous importance of 
the manufacturer’s salesman as the 
representative of the company, inter- 
preter of its policies, and builder of its 
goodwill. The effect on the dealer of 
the salesman’s deportment is quite 
clearly crystallized in the two just- 
reported stories of ill manners and 
ineptitude standing in contrast to the 
Hawless attitude and constructive be- 
havior of the Scott trouble-shooter. 

Getting back to our summer sales 
problem: Because we wondered what 
influence was being exerted on the 
dealer by the salesman’s own psycho- 
logical approach in the “off” season, 
our interviewers next posed this ques- 
tion: 


Summer: Slow Season? 


“Do most of the salesmen who call 
on you seem to take it for granted 
that summer is likely to be a slow 
seascn ?” 


Ten out of 19—slightly more than 
half—said “Yes.” 


Speculation: Perhaps having “‘noth- 
ing to sell” in the way of a timely 
promotional plan robs these ineffec- 
tive salesmen of the opportunity to 
make purposeful, constructive sum- 
mer calls. Perhaps this kind of vac- 
uum hurts morale. Perhaps they’re 


not getting any real leadership and 


inspiration from headquarters. In 
any case, with defeatist salesmen in 
the field and with promotion in low 
gear, is it any wonder some manufac- 
turers complain about sagging sum- 
mer volume ? 

Listen to some of the dealers on this 
subject of salesmen’s attitudes: 

“The salesman comes in mostly for 
conversation during the summer 
months.”’ 

“Yes, they do take it for granted. 
But I don’t go along with them on it. 
I feel they should be equipped with 
promotional 
up.” 

“Yes, they definitely do.” 

“That’s the part of a salesman I 
like. I can brush them off a lot easier. 
Few of the manufacturers have any 
real salesmen any more. I guess it 
costs too much to develop them.” 

“Yes, and there’s no excuse for a 
slow season. 


ideas to keep business 


You’ve just got to go 
out and create business. For instance, 
take Purity bread. They put on a 
promotion for two or three weeks 
then it fell flat. They just don’t carry 
through on things of that sort when 
they start them, and there is certainly 
plenty of chance for a year-around 
promotion on bread. There are just 
as many sandwiches used for picnics 


as there are for school lunches in the 
winter.” 

“The manufacturers’ salesmen 
aren’t much help in any season, in my 
opinion.” 

“Salesmen do let down during the 
summer months, but probably that’s 
the fault of the company they repre- 
sent.” 

Some of the other dealers felt bet- 
ter about the over-all situation. Said 
one: “I feel the salesmen these days 
really have to work, for it is a very 
competitive business, and we feel we 
are called on by a fine bunch of fel- 
lows.” 

Said another: “My answer to the 
question is ‘No’ — probably because 
summer isn’t a slow season with us. 
The fellows who do give us a bad 
time are the broker salesmen. ‘They 
come around about every four months 
and they have a habit of padding the 
order you give them. They add stuff 
to your order that you’ve never or- 
dered, or they increase the amount of 
the items you did order. They figure 
by the time you see them again you 
will have forgotten it.” 

A somewhat qualified favorable an 
swer: “Most of the salesmen are 
pretty much on the ball and know you 
have to keep plugging all year.” 

Of course, you hope and believe 
that none of the adversely critical 
comments of our panel of dealers ap- 
plies to your company, to your sales 
men, to your sales policies or to yout 
operating methods. But are you sure? 
How long has it been since you have 
put some unbiased third-party inter- 
rogators into the field to find out? 


(Part Il of this report will appear in SALES 
MANAGEMENT for September 7. — The 
Editors.) 


FOR SALES MANAGERS 


How many sales last month were made 
because your product was on the Con- 
sulting Engineer’s Specifications? 
Sell the man who Writes the Specifications! 
CONSULTING ENGINEER 
227 Wayne St., St. Joseph, Michigan 
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SALES GAINS 
AND LOSSES 


Current operating statements show 
these changes in net sales volume 
(millions of dollars) for representative 
corporations over the similar year-ago. 
Eighty-seven percent showed a sales 
gain for the period indicated. 


Key: f—fiscal year. 
Company Period 


Allied Chemical & Dye 
American Enka Corp 
Automatic Voting Machine 6 


Barker Bros. Corp 
- Bassett Furniture Inds 
Black & Decker Mfg. Co 


Caterpillar Tractor Co 
Cleveland Trencher Co 
Collins & Aikman Corp 
Colonial Stores, Inc 
Consol. Cement Corp 
Container Corp. of Amer 
Continental Can Co 
Cribben & Sexton Co 
Cutter Laboratories 


Diamond T Motor Car Co. 6 
Douglas Aircraft Co 6 
du Pont (E.1.) de Nemours 


6 


Eaton Mfg. Co 6 
Erie Forge & Steel Corp, 1 
Fairbanks, Morse & Co 6 
Federal Paper Board Co. 24 
Federal Sign & Signal Corp 


6 


Flour Mills of Amer 


1 


General Electric Co 6 
General Instrument Corp. 3 
General Portland Cement 6 


Giant Portland Cement 
Graflex, Inc 


Hunt Foods, Inc 
Johns-Manville Corp 


Kaiser Steel Corp 
Kimberly-Clark Corp 
Koppers Co., Inc 


Lay (H. W.) & Co 
Lehigh Portland Cement 
Lukens Steel Co 


Marquette Cement Mfg 
Mead Corp 

Midwest Piping Co 
Missouri Portland Cement 
Moore-Handley Hardware 


Morris Paper Mills 
New York Air Brake Co 


Oberman Mfg. Co 
Oswego Falls Corp 


Pacific Mercury Television 


ly 


6 
3 mo 


1 yr. f 
6 mo 


40 wks 


6 mo. 
6 mo 


6 mo 


24 wks 


3 mo 
6 mo. 
6 mo 


6 mo 
6 mo 


6 mo 
6 mo 


1 yr. f 


Package Machinery Co. 25 wks. 


Parke, Davis & Co 
Penn-Dixie Corp 
Pennsylvania Salt Mfg 
Pittsburgh Cons!. Coal Co. 
Plough, Inc 


Rayonier, Inc 
Raytheon Mfg. Co 
Ritter Co 

Rochester Button Co 
Rockwell Mfg. Co 
Rohm & Haas Co 
Roper (Geo. D.) Corp 


St. Regis Paper Co 
Schick, Inc 
Selby Shoe Co 


Thatcher Glass Mfg 
Thompson (John R.) Co 
Thor Corp. 


United Metal Craft Co 
United Rayon Corp 


Whittaker (Wm. R.) Co 
Wood (Alan) Steel Co. 
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You'll like the way a °Sanitized United 
move keeps furnishings fresh and 
clean... reduces the hazards of harmful 
mildew, mold and odor ...makes moving 
so much more pleasant. And this exclusive 
United safeguard—the same hygienic protection 
used and approved by leading hospitals 
and dairies—costs nothing extra. See yellow 
pages of your phone book for name of your 


nearest United Agent. 


GO SAFER...GO ®SANITIZED ...GO UNITED 


‘ie 
U mited van unes, Inc. 


UNITED VAN LINES (CANADA) LTD. 


Recruiting: Good Salesmen Are Everywhere— 
But in Very Small Numbers 


Get whatever consolation you can out of the knowledge 
that finding qualified candidates for sales jobs is tough 


for everybody. This boil-down of a poll made among 


seventy-five companies shows what sources are being 
tapped, and the conditions under which they yield men. 


Where do good 
from? 

Jack Klein recently asked 75 com- 
panies iow they unearthed the raw 
material which is ultimately assessed 
by his Institute for Aptitude Testing. 
Unanimous verdict: Things are tough 
all over! 

Mutual problems cut across indus- 
try lines. Low birth rate of the early 
’30’s_ plus military service reduce 
the current pool of potential employ- 
ables . . . young people, particularly 
in the colleges, are not fundamentally 
attracted to selling careers . . . pros- 
pects don’t want to travel . . . they 
seek security above all else . . . many 
aren’t accustomed to the “hard sell’ 

. inferior men drift . . . good ones 
are snapped up by competitors as soon 
as you finish training them . . . etc. 
CTC. . « 

In addition, many companies com- 
plain of inadequate, two-dimensional 
references from former employers. 
One firm requests no less than 15 
references on the theory that any 
man can come up with five rave no- 
tices, perhaps 10. But the last five 
will tell all. A large number of sales 
managers make a point of meeting 


salesmen come 


prospects’ wives. 

A most encouraging attitude — to 
Klein, who has long advocated it— 
is recognition of the need for con- 
tinuous recruiting. Several companies 
report that after years of putting- 
out-the-fire type of recruiting (‘Af- 
ter several unsuccessful tries in 1954 
I just gave up the idea of hiring a 
salesman whom I needed desperately 
in 1955.”’) they are now seeking, in- 
terviewing—even testing—applicants 
without having immediate vacancies 
for them. Openings are created for 
truly sensational prospects, while 
others are kept on active file. 

Most important, sales executives 
today are cultivating their sources of 
sales talent as jealously as they do 
potential customers. 

On the opposite page is a roundup 
of recommended recruiting — tech- 
niques. 


What they say about recruiting 
On jealousy: 

“We encourage our district man- 
agers to hire men of comparable stat- 
ure... tell them if they don’t they 
are (1) not good judges of men or 


(2) trying to prevent others from 
passing them. We point out that a 
district manager might temporarily 
keep his own man from overtaking 
him, but overtaken he will be from 
another direction if there are better 
men in other districts.” 


—E. C. Beezer, 
Dafiin Mfg. Co. 


Lancaster, Pa. 


On incentives: 


“When that rare individual, God’s 
gift to the profession of salesmanship, 
presents himself and is willing to 
stake his all on his ability to produce, 
our corporations as a whole are not 
ready to offer that extra incentive 
that would inspire him to top level 
production.” 


—Paul McDonald, Sales Mer. 
R. M. Hollingshead Corp: 


Sunnyvale, Cal. 


On interviews: 


“The inquisition method of inter- 
viewing is unfair, as are the various 
other nasty methods of interviewing, 
such as challenging or forcing the 
salesman to make a presentation and 
sell you some object. There are too 
many things involved in a salesman’s 
make-up to use any one reaction as 
the basis of arousing his interest in 
your proposition.” 


—Stanley H. Britten, Sales Mer. 
Rubberset Co. 
East Newark, N. J. 


(continued on page 130) 


Some of the Companies Contributing to This Study 
Industrial Goods: 


Consumer Goods: 


Ansco Div., General Aniline & Film Corp., Bingham- 


ton, N. Y. 
Kendall Mills, Walpole, Mass. 


Bauer & Black Div., The Kendall Co., Chicago, Ill. 
R. J. Reynolds Tobacco Co., Winston-Salem, N. C. 
Dennison Mfg. Co., Framingham, Mass. 

Lily-Tulip Cup Corp., New York, N. Y. 


Plomb Tool Co., Los Angeles, Cal. 
Lewyt Corp., Brooklyn, N. Y. 


California Packing Corp., San Francisco, Cal. 
Cleveland, O. 


Addressograph-Multigraph Corp., 
Quaker Oats Co., Chicago, III. 


Byron-Jackson Co., Los Angeles, Cal. 


Cooper-Bessemer Corp., Mt. Vernon, O. 
Virginia Smelting Co., West Norfolk, Va. 


Greenfield Tap and Die Corp., Greenfield, Mass. 
The Foxboro Co., Foxboro, Mass. 


Browning Mfg. Co., Maysville, Ky. 
Owens-Corning Fiberglas Corp., Toledo, O. 
Chain Belt Co., Milwaukee, Wis. 
Libbey-Owens-Ford Glass Co., Toledo, O. 


Detroit Steel Products Co., Detroit, Mich. 
Dewey & Almy Chemical Co., Cambridge, Mass. 
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Where and How to Look for Sales Candidates 


The Source 


Works best when you... 


Because... 


1. College 
students 


Interview and select during winter, 
create openings in spring if necessary. 


By spring classes are pretty well picked over. 


Stick to smaller, less glamorous col- 
leges. 


Bigger ones are courted too lavishly by giant 
outfits who can hire in droves. 


Concentrate on just a few campuses. 


You get to Know not only placement officers, 
but professors who can recommend students. 


Solicit among night course students at 
business schools. 


They’re often more receptive and work harder. 


Hire men at the end of their junior year 
for summer jobs as missionaries. 


Not only gives you and prospect a chance to 
size each other up, but the boys come back 
and talk up your firm to classmates. 


Ask your executives to address market- 
ing classes. 


Set up scholarships within the college. 


Brings your company’s name to attention of 
students and faculty. 


Go after second-level students. 


The Phi Beta Kappa boys are too deluged with 
offers, often prove too impatient to move on. 


Give candid picture of opportunity. 


Overselling results in dissatisfaction, turnover. 


Employment 
agencies 


Work closely with a few and visit them 
personally. Call them after seeing un- 
suitable prospect, explain why. 


Such agencies will eventually get to know your 
requirements as well as your own personnel 
department. 


Newspaper 
ads 


Run them in city where vacancy exists. 


Men are reluctant to uproot their families, may 
be unhappy after they do. 


Use display ads in financial or business 
pages. 


In some cities the classified section has lost its 
pulling power for better applicants. 


Advertise on Sunday. 


Papers are read more thoroughly; man has 
time to implement thought with deed. 


Tell ALL in the ad. 


Eliminates the duds, cuts interviewing time. 


Business 
paper ads 


Have a unique opening. 


Otherwise you may be wasting your message 
on too scattered an audience. 


Customers’ 
salesmen 


Speak to the employer first. 


Few bosses resent it when their employes have 
an opportunity to better themselves. But if 
they object, your approach gives an early veto. 


Your own 
salesmen 


Have a continuous program of encour- 
aging them to be on the lookout for 
prospects. 


Your men are constantly in touch with other 
salesmen. They know the “comers”, and which 
ones are restless to move on. Most important, 
they aren’t likely to recommend unacceptable 
candidates. 


Company 


personnel 


Upgrade men from the service depart- 
ments. 


They know the product intimately. 


Publicity 


Get it into media most likely to reach 
the prospects you seek. 


Publication of your company’s achievements in 
any field (example: business paper articles 
signed by your executives) demonstrate the 
firm’s growing, aggressive characteristics—is 
likely to attract suitable applicants. 


Outsiders 


Solicit among your friends and business 
acquaintances for qualified young men. 


They may not know what you need and what 
you have to offer. 


Contact sales executives clubs. 


There’s always the chance one of your col- 
leagues has in hand a gem he can’t use. 


10. A “Blitz” 


Try everything—ads, agencies, word-of- 
mouth, etc., simultaneously. 


Out of the big response there should be at 
least a couple of good applicants. 
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“We Have to Be Flexible’ 


Tung-Sol might add: "and human." You'll understand why 
after reading the 20-page pamphlet introducing the new 
salesmen to the firm's customers, who make unexpected de- 
mands sometimes neither convenient nor profitable—now. 


The 

Private Letters 
of Montgomery 
Miice. .. 
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“Concentrate on the _ individual 
customer’s needs and sales will fol- 
low.” That’s the philosophy of the 
management of ‘Tung-Sol Electric 
Inc., Newark, N. J., as expressed by 
George W. Keown, the firm’s vice- 
president in charge of sales. Tung 
Sol is a leading manufacturer of tubes 
and transistors, and automobile lamps 
and flashers. 

Evidence that ‘Tung-Sol’s ‘Con 
centrate-on-customer-needs” _ philoso- 
phy is a workable one: the firm’s sales 
volume has increased 17 times in 18 
years, to $51,115,549 in 1955. 

It takes determination to concen 
trate on customers’ needs in the fast 
growing, fast-changing electronics in 
dustry—one in which, as its leaders 
see it, “90% of the things we make 
today were unheard of 10 years ago 

and 30% of our 1965 income 
will come from items we _ haven't 
even begun to make today.” 

To survive under such conditions 
requires a super-awareness of custom 
ers’ needs, not as they are today so 
much as what they will be six 
months, a year or even five years 
hence. “And this depends upon com- 
munications,’ as Keown puts it, 
“within our industry and within out 
own organization.” ‘Translated, this 
means teamwork, the constant self 
examination, spelling out “where we 
are today and where we are going,” 
and, this, in turn, means pooling ot 
information. It explains why Sales 
Vice-President Keown and General 
Sales Manager John D. Van det 
Veer spend two-thirds of their time 
out in the field and why, between 
them, they belong to about 20 pro 
fessional associations and attend pra 
tically all their meetings. 

To insure the closest possible re 
lationship between prospects and 
salesmen, Tung-Sol operates a sepa- 
rate sales force for each of its major 
markets: 

1. Original equipment purchasers 
in the electronic industry, manufac 
turers of radio and television sets. 
Among them are Motorola, Inc. 
Zenith Radio Corp., and Emerson 
Radio and Phonograph Corp., buyers 
of tubes and transistors. Anothe1 
market is made up of automobile 
manufacturers who buy lamps and 
flashers. 


2. The renewal market. Tung-Sol 
sells to distributors of radio parts 
and distributors of automotive parts, 
and to oil companies operating TBA 
(tire, battery and accessory) depart- 
ments through gasoline stations. 


3. The foreign market. Tung-Sol 
exports to 78 countries. 
(continued on page 56) 
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>TIGHT FLIGHT < 


That’s not an eight-winged space ship staring you in the face, but some spectacular 
—— close-formation flying by Royal Air Force jet pilots at a recent air show in England. 


a, ara e ' This off-beat picture and story caught the eyes of eight out of ten PARADE readers 
es, The Sunday Picture Magazine 


who stayed long enough to get the whole story. 

Week after week PARADE puts on a great show of its own with outstanding features foi 
the whole family—making it the best read magazine in print. According to 
independent surveys this gives advertisers twice as many readers for their dollar 

as the big weekday magazines. 

Straighten up and fly right: to get sales off the ground . . . to win friends and 


influence dealers . . . PARADE has what it takes! 


PARADE.,...THE SUNDAY MAGAZINE SECTION OF SS FINE NEWSPAPERS COVERING 
ABOUT 2700 MARKETS ...WITH MORE THAN 16 MILLION READERS EVERY WEEK 
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results when vou advertise to business 


You do more business where business is being done when 
you advertise in Nation’s Business. Take building ma- 
terials and equipment, for example. Here’s a field in what 
appears to be a permanent boom, as news of long-term 
expansion programs bulks heavy on all financial pages. 

That’s why it is significant that in this field Nation’s 
Business during the first six months of 1956 has added 11 
new advertisers to go along with 25 long-term advertisers 
in this classification. Nation’s Business, the business mag- 
azine earmarked for business owners . . . the men whose 
business decisions create action in business . . . gets results 
for advertisers of building materials and equipment 


Of the 750,000 Nation’s Business subscribers, a pre 
ponderant 550,000 are the men who actually own Amer- 
ica’s business . . . the owners, partners and presidents of 
manufacturing firms, banks, retail and wholesale estab 
lishments . . . every type of business, nationwide. What's 
more, the weight of Nation’s Business circulation parallels 
population, assuring thorough coverage of your markets 

. for 250,000 copies are delivered in cities of 50,000 
or more, and 500,000 in cities and towns of less than 
50,000. These figures, please note, are more than double 
the totals for the next two general business magazines 
combined. 


Nation's 


What about results? Read a few quotations from build- 
ing and equipment materials advertisers: “Direct leads of 
exceptionally good quality and amazingly large quantity” 


... “A literal deluge of inquiries” . . . “The most produc- 
tive and economical magazine on our schedule”... “Our 
Nation’s Business campaign is paying for itself through 
actual sales” . . . “Cost-per-inquiry way, way lower than 
we ever expected.” 

For the first six months of this year, total advertising in 
Nation’s Business is up 23%. Convincing evidence that it 
pays to advertise to the men who own America’s business 
in Nation’s Business! 


In the building materials and equipment field alone... 
11 NEW ADVERTISERS in Nation's Business in 1956 


Armco Drainage & Metal Products, Inc. 
(Steel buildings) N. W. Ayer & Son, Inc. 


Carrier Corporation (Air conditioners) 
N. W. Ayer & Son, Inc. 
Fenestra Incorporated (Doors, windows, 
and building panels) 
Fuller & Smith & Ross, Inc 
Frigidaire Division, General Motors 
Corporation (Air conditioners) 
Kircher, Helton & Collett, Inc 
General Electric Company, Large Lamp 
Department (Lighting installations) 
Batten, Barton, Durstine & Osborn, Inc. 


National Pneumatic Company (Automatic 
doors) Henry A. Loudon Advertising, Inc. 


D. W. Onan & Sons, Inc. (Emergency 
electric power plants) 


Graves & Associates Inc 


0zo Sales Corporation (Electronic air filters) 
Dowd, Redfield & Johnstone, Inc 


Raynor Manufacturing Company (Overhead 


doors) Shoaf Advertising Agency 


Westinghouse Electric Corporation, Electric 
Appliance Division (Water coolers) 


McCann-Erickson, Inc. 


Westinghouse Electric Corporation, Lamp 
Division (Fluorescent lamps) 
McCann-Erickson, Inc. 


Plus these long-term building materials advertisers—1955-56 


Aluminum Co. of America 

Badger Meter Manufacturing Company 
Butler Manufacturing Company 

Cast Iron Pipe Research Association 
Delta Heating Corporation 

C. A. Dunham Company 

Ebco Manufacturing Company 

Frick Company 


General Electric Company— 
Commercial Products Department 


Kentile, Inc 
Lawrence Warehouse Company 
Libbey-Owens-Ford Glass Company 


Magline, Inc 


Photograph courtesy of Aluminum Co. of America. 


Modine Manufacturing Company 
Pittsburgh Reflector Company 
H. K. Porter Company, Inc. 
Portland Cement Assotiation 
Prat-Daniel Corporation 


Preferred Utilities Manufacturing 
Corporation 


Reznor Manufacturing Company 
Sedgwick Machine Works 

Tropical Paint Company 

Union Asbestos & Rubber Company 
Wellington Sears Company 


Worthington Corporation 


Business 


(Nation's Business 


ee 


750,000 PAID CIRCULATION 
Read by 75,000 executives of business 
members of the National Chamber of 
Commerce and 675,000 other leaders 
of the American business community 
who paid for their subscriptions at 
the annual rate of $6.00. 

Washington * New York « Chicago 
Philadelphia * Cleveland + Detroit 
los Angeles * San Francisco 


To handle renewal sales, Tung-Sol 
has nine territorial divisions, six of 
which are served by company-operated 
sales offices and four by manufactur- 
ers’ representatives. 

Tung-Sol’s own staff of 40 sales- 
men and managers is salaried. A 
high degree of technical knowledge 
and familiarity with the fields in 
which prospects operate is required of 
them. Some of them had experience 
in related fields before joining the 
company and others came from with- 
Before being as- 
signed to a territory, each man under- 
goes intensive training at headquarters 
in Newark, sometimes for a period 
of several months. Management is 
aware that as the company and the 
industry grow, it will need 
salesmen, 


in the organization. 


more 
with ever-rising standards. 
A program is underway to spot can- 
didates within the organization, as, 
for example, through the Klein Apti- 
tude tests, 

Though small in relation to such 
competitors as RCA, General Elec- 
tric and General Motors, Tung-Sol 
has an advantage denied to those 
organizations. Making only 
electron tubes and lamps and semi- 
products, such as tran- 
sistors and diodes, the firm does not 
compete with its customers. This is 
1 factor in the unusually close re- 
lationship many of its salesmen have 
with the men on whom they call. 

Differing from its competitors in 
not making complete radio or tele- 
vision sets, or complete automobiles, 
Tung-Sol operates in a_ restricted 
field also in not making standard 
lamps. At first glance, the 
area in which it does not operate 
seems distressingly vast. But what 
the layman may not realize is the ex- 
tent of the still-growing market to 
which it does cater. There are, for 
example, as many or more lamps in 
the average car today as in the av- 
erage home, and more tubes in a ra- 
television set than light bulbs 
in many a home. These trends have 
reached their peak, a case in 
point being the use of four headlamps 
instead of two on the 1957 models 
of at least three or four popular cars. 

Color television, still in its swad- 
dling clothes, must be taken into con- 
sideration in Tung-Sol’s planning, 
with the knowledge that sometime 
within the next five years set makers 
will want enormous quantities of 
special tubes. 


giant 
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“Since we are small for our in- 
dustry, we have to be flexible,” says 
Keown. “There are unexpected de- 
mands made upon us almost every 
day, and we have to be ready to fill 
them, whether or not it is convenient, 
and often even if it is not immediate- 
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ly profitable. In other words, we 
have to do the job as well and per- 
haps a little better than our compe- 
tition.” 

Tung-Sol’s method of operation 
might be summed up as the opposite 
of making X number of products and 
requiring the sales department to find 
a market for them, It consists rather 
of estimating what industrial manu- 
facturers in the electronic and auto- 
motive fields will need, and what 
percentage of this volume Tung-Sol 
may aspire to; and—for its replace- 
ment business—what the over-all mar- 
ket will be. The company’s fac- 
tories make their production plans on 
this basis, and the Sales Department 
assumes the responsibility of matching 
orders to output. 

Under this plan, the Sales Depart- 
ment and the combined Advertising 
and Market Research Department 
function as a team, pooling up-to-the- 
minute knowledge of economic con- 
ditions, distribution and competition, 
for sales forecasting. For example, 
the decision on the number of auto- 
motive lamps to be made would rest 
upon such factors as next year’s total 
car production which, in turn, would 
rest upon replacements, numbers of 
new families established, buying 
power. Other considerations would 
be the individual needs of automo- 
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bile manufacturers, since some of 
them produce their own lighting 
equipment or part of it. 

Another function of the Market 
Research Department (headed by 
Harold Cook, also advertising and 
sales promotion manager) is keeping 
up-to-the-minute records of sales—by 
product, by region, by individual men, 
in relation to quotas; and getting 
that information back to the field, 
usually by the tenth of the succeed- 
ing month. These analyses are put 
into simplified form, including visuals 
by Chartmakers. 

“This is in line with our belief 
in the value of communications,” says 
Cook. “We rely to a large extent 
on visuals. We put statistics into 
charts, to show graphically market 
potentials and quotas. We have one 
‘progress’ peg-board wall chart with 
color-code system that charts our 
plans and achievements to date for 
the year, at any given time. Through 
the use of pegs of different colors, 
it shows at a glance that a certain 
project, perhaps in research or pro- 
duction, was begun in one month and 
completed in another; that certain 
work is in progress now and other 
projects planned for the autumn. 

“Then there are cumulative charts 
showing, for example, total renewal 
sales, with pie-charts showing per- 


“What do | do now, sir?” 
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Here’s the first step that led 
to a $23,700,000 sale 


Let Peter Frenkel tell you the story. He’s 
vice president of New York’s Pace Adver- 
tising Agency. 


“Just about a year ago, The Village of 
Birchwood Park (featuring houses at 
$20,000-$30,000) announced its grand 
opening with a 20-page magazine-size ad- 
vertising section in The New York Times. 


“That unprecedented opening ‘shot’ plus 
a fairly consistent advertising schedule 
has produced 953 home sales . . . to the 
tune of $23,754,922.” 


And the major part of that year-long ad- 
vertising campaign was concentrated in 
The New York Times. 


“The Times was the primary newspaper 


on the schedule,” Mr. Frenkel points out, 
“receiving better than 75% of the adver- 


tising budget.” 


Important part of the story for you to re- 
member is simply this: 


Birchwood Park is just one real estate ad- 
vertiser among thousands in The New 
York Times. Its customers represent the 
buying potential of just a small segment 
of The Times audience. 


And it seems logical that families with 
millions of dollars to spend on houses 
make a potent sales source for you. 


That’s why we say The New York Times 
should be working for you to sell the hun- 
dreds of thousands of better-able-to-buy 
families in the nation’s biggest, most pros- 
perous market. See for yourself. Try it. 


The New York Cimes 


For 37 years advertising leader in the world's leading market 


COPYRIGHT Is 


New Furnishings 
get the same gentle handling as 


NORTH AMERICAN 
““‘Wife-Approved’’ Moves! 


You save time and money every time you ship new 
uncrated furniture—as well as furnishings, fixtures 

or equipment—to dealer or user via North American- 
Creston Padded Van. 


This superior handling gives your products all the 
safety and prompt delivery of a North American 
““Wife-Approved” household goods move. Creston 
know-how plus NAVL resources guarantee prompt, 
economical transportation, always! 


NAVL ““FOLLOW-THRU”’ SERVICE 


North American has agents in more cities than any 
other van line—hence can “‘follow-thru’’ on shipments 
anywhere. NAVL-Creston rates are competitive. 

Ask your local NAVL agent for details or send for 
name of nearest agent. 


WIF 
APPROVED NORTH AMERICAN VAN LINES, INC. 
MOVE: World Headquarters: Fort Wayne 1, Indiana 
North American Van Lines Canada, Ltd. + Toronto 


INDUSTRIAL MOVING SERVICES: Quick, safe handling 
of Company-Paid Personnel Moves; Exhibit Displays; 
High-Value Products; New Furniture; Office Equipment. 
See your NAVL Agent. 


WORLD-WIDE MOVING: LAND, SEA, AIR 
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centages for different products; and 
stairstep diagram for all renewal 
sales, showing each month’s perform- 
ance in relation to quota, and the 
cumulative performance attained to 
date, ‘This chart is brought up-to- 
date each month. 

“And for individual salesmen there 
are tabulations with breakdowns by 
product, of quota for the month, sales, 
percentage of quota achieved, ccm- 
parison to date with previous year’s 
performance. ‘To take a typical, but 
hypothetical, example, let us say that 
Salesman Blank of the Atlanta office 
can look at his Monthly Analysis 
of Renewal Sales Progress (in dol- 
lars) for June, and note the follow- 
ing: 6.5% of the year’s total should 
have been made that month; his 1955 
sales of miniature lamps (to take one 
product) had totaled $3,690; his 
1956 quota for the month had been 
set at $6,627, and his 1956 sales had 
totaled $6,709, or 101.2% of quota; 
and his sales of miniature lamps to 
date are 181.8% ahead of the total 
at this time last year. Further study 
of the chart would show similar in- 
formation for other products, and the 
man’s over-all showing for all prod- 
ucts, and his cumulative record for 
the year. 


Ads 1% of Sales 


The diversity of uses for Tung 
Sol’s products necessitates the use of 
50 publications for advertising, broken 
down into 10 market classifications. 
Copy is custom-tailored, not only to 
fit the individual market, but to fit 
conditions—which change fast in this 
kaleidoscopic era. Generally speak 
ing, the budget runs about 1% of 
sales. E. M. Freystadt Associates, 
Inc.. is the advertising agency. 

Vice-President Keown works close- 
ly with the Advertising Department. 
on the premise that copy must be of 
current and timely interest to pros- 
pects. This requires a close watch on 
developments in the industries using 
Tung-Sol products, and an alertness 
toward new markets as they open up. 

As an example of the individ 
ualized approach, there is the cur- 
rent campaign in three publications 
catering to fleet operators: Bus Trans- 
portation, Fleet Owner and Com- 
mercial Car Journal. The product 
featured is a headlamp “ruggedized”’ 
for truck service, strong enougk to 
stand up under rough service. 

Another case of “individualized 
approach” is that of a three-page ad- 
vertisement published recently in four 
magazines, featuring Tung-Sol’s new 
combination transistor with four 
tubes, which replaces 15 parts for- 
merly used (by Motorola) in a car 
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what's all this stuff about 
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Come clean, Uncle Schuyler, isn’t 
that just a slick sales approach 
that some industrial marketers 
use to disarm buyers? 


Don’t tell me you’ve master- 
minded a way to turn the buyer’s 
problem into a sales advantage. 
All right, let’s have it... 


Now let’s see if I’ve got this 
straight. First you make sure that 
adequate product information is 
anchored in every worthwhile 
prospect’s office... 


I get it! The pay-off is that salesmen get 
to spend more time with folks who have 
already taken one step toward selecting a 
possible supplier. So they have more 
chances to sell by helping interested 
prospects buy. Why, that’s real simple... 
like taking candy from a baby! 


NOTE: The model is the No. 2 child of Bill Brown, 
Production Manager, The Schuyler Hopper Co. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York * LExington 2-3135 
“Ditch-Digging Advertising’’*® that Sells by Helping Peeple Buy 


YREG. U.S. PAT. OFF 
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What? You mean lots of people 
who specify and buy industrial 
products really have trouble lo- 
cating the right suppliers? 


... then you use advertising to 
seek out those of your prospects 
who have a need right now... 
and direct them to that product 
information... 


Though proud of this ac- 
complishment, Tung-Sol’s advertise- 
ment has another less obvious, but 
equally important, purpose: to point 
out that it can supply both tubes 
and semi-conductors (transistors, etc. ) 
prodficts. The advertisement, which 
appeared in Electronic Design, Elec- 
tronics, Proceedings of the IRE, and 
Tele-Tech, was “merchandised” by 
throughout the industry. 
Salesmen, who were to use reprints 
as a sales tool, also received a letter 
reminding them of the use of Tung- 


radio. 


mailings 


Sol’s transistor and tubes in the new 


Motorola hybrid car radio, and that 
the company had designed and de- 
veloped the tubes to operate directly 
off a 12-volt plate supply source— 
something new in the field of elec- 
tronics. 

The company merchandises its ad- 
vertising in such ways as imprinting 
names of dealers on reprints, for di- 
rect mail, and reprinting advertise- 
ments in the form of posters. In- 
quiries resulting from advertisements 
are referred to regional offices for 
follow-up. 

A “small” company (small in com- 


... ANYONE can do 
NOW PROFESSIONAL QUALITY 


—" 


with these HAND-OPERATED 


PLASTIC BINDING! 


PLASTICO 


PUNCHING & BINDING UNITS 


Model 24 

Punching Unit 

Precision-punches pages fast and easy 
with powerful SHEARING ACTION! 


Imagine 


Model 24 

Binding Unit , 

Just insert cover and pages 

. «+ pull lever . . it's PLASTICO-BOUND! 


being able to produce genuine p_asticQ-bound booklets, 
catalogs, etc. — right in your own office! Single copies . . . 


dozens 


hundreds — these two handy machines will give 


your literature extra prestige and selling power by adding 
colorful pLASTICO Bindings. Rugged, compact, and easy to 
use, PLASTICO hand-operated units are “at home” in every 
office or businéss — pay for themselves in savings of time and 


binding costs 


FREE Colorful 8-page booklet tells you how to get more out of your printed literature 


Fill ovt and mail this coupon TODAY! 


4 PLASTIC BINDING CORPORATION 


CaM 
BINDER Originators of Plastic Binding in America 


732 Sherman St., Chicago 5 


15 West.24th St.. New York 


PLASTIC BINDING CORPORATION. 
Dept. SM 732 Sherman St., Chicago, 5 Illinois 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 
Units for office use. 
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Firm 
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parison with its competitors) in a 
fast-growing industry, Tung-Sol has 
progressed through half a century of 
ups-and-downs. Its formula might be 
summed up as making good products 
in the right quantities, at competitive 
prices—and giving topnotch service. 
On any given day V-P of Sales 
Keown is likely to have a telephone 
call from a large maker of cars, or 
of television sets, asking, “Are you 
sure you could give us X number 
of lights (or flashers or tubes) of 
X specifications, at such-and-such a 
price, three months from now—if we 
need them?’—but without definite- 
ly ordering them. Or there might 
be a call for an item used only in 
limited quantities, not currently in 
production, but urgently needed by 
an airplane manufacturer. 

“We must say yes to both queries,” 
says Keown. “If and when the 
lamps (or flashers or tubes) are 
needed, we will deliver them. And 
somehow or another, by SOS calls 
to our regional offices and warehouses, 
we will round up the needed supply 
of the scarce but essential 
needed by the airplane maker.” 


items 


Anticipating Needs 


This boils down to more than 
“concentrating” on and being willing 
to fill the customer’s needs; it also 
entails anticipating them and being 
flexible about meeting them. And 
that, in turn, means an awareness of 
developments within the industry 
and its markets, an alertness and 
readiness to please on the part of an 
entire organization—of the production 
and sales departments, and of top 
management as a whole. 

Tung-Sol was founded in 1904 by 
Harvey W. Harper (now chairman 
of the board). From _ producing 
about 500 miniature lamps a day, for 
flashlights and Christmas trees, the 
firm expanded into making the first 
electric lamps for automobiles (in 
1908), later made special tubes for 
Lee DeForest (then experimenting in 
radio). Since then the firm has 
pioneered with many products, such 
as the all-glass sealed-beam headlight, 
the tipless miniature bulb, and such 
recent innovations as the new com- 
bination transistor, with four tubes, 
that replaces 15 parts formerly used 
in a car radio (described earlier in 
this article). In those early days 
Founder Harper had to do “per- 
sonalized” selling, to get people to 
adopt what they considered his new- 
fangled ideas, to show that they were 
practical, “Today, in a much more 
complex and impersonal world, Tung- 
Sol still uses personalized selling— 
and it still works. The End 
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Here’s Why (and How’ 
Ww) 

BSN-Style Supermerchants 
Sell More For You 


—! 
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*BSN Told Us How 


Our company has been a subscrib- 
er to your magazine for a number 
of years. Before setting out to de- 
sign our store the writer made a 
personal trip to your offices in 
Chicago. Many of the most impor- 
tant ideas used by our store plan- 
ner, Mr. Guillozet, were those 
advocated by BSN 


We feel quite sure that your story 
on our operation in November 
BUILDING SUPPLY NEWS will be 
widely read, and that a lot of 
dealers will get some new ideas 
and benefit from our experience. 


Wood Lumber Company 
Birmingham, Alabama 


ae . 


More Paint than Paint Stores 


they move 88.2% of the annual 10 Billion Dollar 
Building Material Dealer national Sales Volume 


There are thousands of market-wise building supply dealers like Allen 
Wood who respect and rely on BUILDING SUPPLY NEWS for all the 
know-how they need. It’s the magazine that is close to your customers 
—the magazine that gets you closer to them. These BSN readers are 
the cream of a ten billion dollar retail market. Their sales average 
nearly $500,000 annually—many of them in the millions. They sell to 
more than 100,000 contractor builders in the vast light construction 
market, and to over 46 million families and farmers that make up the 
booming do-it-yourself market. It will pay you to learn about the 
“pedigree’’ BSN advertised products earn among 

these super merchants. 


BUILDING @ 


a 
SUPPLY NEWS = 


5 South Wabash Avenue «+ Chicago 3, Illinois 


Always the FIRST dealer merchandising publication 


©Industrial Publications, Inc., Also publishers of PRACTICAL 
BUILDER and other leading building industry publications. 


wie ms ( tah q ™ i. 5 a a, 
More Hand and Power Tools 


More Floor and Wall Covering 
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men aiming at a nationwide market on 


Chrysler’s Dodge Division and its agency, Grant Advertising, Inc., 
are Sold on Spot as a basic advertising medium. 

When Dodge wants to tell all about its smart new look and 
superior performance, Spot Radio is chosen as the best 
way to reach a huge concentration of prime prospects. And 
all ten radio stations represented by NBC Spot Sales are 
chosen to do the job in their markets. 


Here is Dodge’s “one-two punch” logic: 


1. The best prospects for new cars are owners of old cars. 


the move ar 


2. With 35,000,000 cars now radio-equipped, Radio—and 
only Radio—is “built-in” to sell car-owners. 

W. D. (Pete) Moore, Dodge Division’s Assistant Sales 
Manager in Charge of Advertising and Sales Promotion, 
sums up for Spot Radio: 

e “Svot Radio is essential to any balanced, overall pro- 
motional or advertising effort.” 

e “Spot allows you to reach a ‘large market quickly, and 
in many cases to saturate that market rapidly, with a 


Left to right: James A. Brown, 
Media Supv., Grant Advertising, 
Inc.; Arnold Thomson, Adv. 
Mer., Dodge Division, Chrysler 
Corp.; W. D. (Pete) Moore, Asst. 
Sales Mgr., in Charge of Adv. 
and Sales Prom., Dodge Divi- 
sion, Chrysler Corp.; William B. 
Buschgen, Radio Sales Mgr., 
Detroit Div., NBC Spot Sales; 
Myers B. Cather, V.P. and Acct. 
Exec., Grant Advertising, Inc.; 
Jack W. Minor, Vice Pres. in 
Charge of Sales, Plymouth Divi- 
sion, Chrysler Corp. (formerly 
Gen. Sales Mgr., Dodge Division, 
Chrysler Corp.) 


SOLD ON SPOT 


new advertising message.” 

e “With greater suburban growth, and increased use of 
cars for commuting, Spot Radio in early morning and late 
afternoon now reaches a greater audience than ever before.” 
e “Our own sales of car radios indicate that this trend 
will continue to grow!” 

Dodge reaches its best prospects—in the mood and on the 


move—with Spot Radio. Let us show you how you can 
build your sales in these 15 major markets: 


New York 


Schenectady- 
Albany-Troy 
Philadelphia 
Washington 
Miami 
Buffalo 


WRCA, WRCA- 


wrRoB 
WRCV, WRCV- 
WRC, WRC-TV 
wcaTt 
weBuF 


TV Louisville WAVE, WAVE-TV 
Chicago 
St. Louis 
TV Denver 
Seattle-Tacoma KOMO, KOMO-TV 
Los Angeles KRCA 
Portland KPTV 
San Francisco KNBC 
Honolulu KGU, KONA-TV 


SPOT SALES 


Car-Radio Listening 
Is At High Volume 


Advertisers Get 
Bonus Mobile Audience 


Radio broadcasters are blessed with 
a unique mobile audience which they 
are able to pass on to advertisers as a 
bonus. And radio advertisers, who 
are informed on current volume of 
automobile-radio use, are extremely 
happy to accept it. It’s a big bonus, 
which can represent between a sixth 
and a third of the station’s total lis- 
teners at any one time. 


This four-wheeled audience has 
come about with the acceptance of 
the car radio as practically standard 
automobile equipment. New-car buy- 
ers these days rarely tell the salesman 
to leave it out. In fact, they’re more 
likely to do without a heater. 


The phenomenon of auto-radio 
buying and listening is keenly noted 
by radio advertisers, because with the 
single exception of outdoor posters, 
radio is the only medium a motorist 
can be exposed to while driving. He 
drives, if he’s typical, anywhere from 
six to seven hours weekly. Thus, he’s 
a potential captive for several dozen 
commercials each week. 


The size and character of any 
area’s auto-radio listeners will depend 
largely on driving conditions, weather 
and the time of day. Other charac- 
teristics of the region are also in- 
fluential. For example, Nielsen Mar- 
keting Service surveyed four typical 
towns of the U. S. and came up with 
these variations: 


In Los Angeles, the auto-listening 
over in-home listening was 27% be- 
tween 6 and 9 a.m. In New Orleans 
it was 25% ; Chicago, 24%, and New 
York, just 18%. 


But, between the hours of 9 p.m. 
and midnight, New York tallied 
29%, Chicago 26%, Los Angeles 
18%; New Orleans 13%. 


The period of greatest auto-radio 
listening was from 3 to 6 p.m., ex- 
cept in New Orleans, where auto lis- 
tening was heaviest in early morning. 
Late afternoon car-radio listening in 
Chicago was 36%, New York, 27%, 
Los Angeles, 24%. 


The accompanying chart is a projec- 
tion representing radio listening habits 
of the entire United States, based on 
a Nielsen survey made in the Summer 
of 1955. 
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Radio’s highway audience 


HOW MANY IN THE AUTO AUDIENCE? (in hours surveyed) 


Weekday Weekday Sunday 


1,321,000 1,705,000 2,148,000 


WHERE DO PEOPLE LISTEN (and when)? 


Weekday Weekday 


8-9 a.m. 
HOME 


PICTOGRAPH BY 


Source: Nielsen Marketing Service, 
A. C. Nielson Co. Designed by ME DAMROTH IMC 


SALES MANAGEMENT 


NEW FRAME-STYLE GIFT SETS. Cannon Mills of Kannopolis, N. C., adds 
sparkle to gift sets with Gair-Reynolds Gold Foiline 

Thin stnps of gold printed in Cannon’s diamond motif frame the towels 
attractively. The same pattern is carried out on the gold Foiline cover in simple 
black and white or dark and light grey. 

Cannon is pleased with the attractive appearance of the new family of four 
gift sets which, incidentally, took a merit award in the 1956 Folding Paper 
Box Association competition. But they also like the easy assembly—with sim- 
plex full telescope covers and frame style bottoms. 


s 
REPRODUCING THE “SKY BLUE WATERS.” A good looking letterpress job on 
Gair’s ACM clay-coated board won these Hamm’s beer carriers a merit award 
in the 1956 Folding Paper Box Association competition. 

Ihe winning cartons feature 4-color reproduction of Hamm’s “From the 
land of sky blue waters” theme. The can carrier, by the way, is of special 
Rockwell construction and the bottle carrier features a 4-ply handle glued 
inward for easier carrying. 


Meee a StL Fae | 
COLORFUL CARTON SELLS CRACKERS. Sunshine Biscuit's 
slender new Banquet Crackers make their sales debut in 
this distinctive Gair carton. 

Clear lifelike reproduction of a full color photograph 
displaying a formal dinner setting carries a good part of 
the selling load. The realistic effect is achieved by Gair’s 
150-line screen gravure printing on white clay-coated stock. 
(The photo, incidentally, was supervised by Gair’s Art 
Staff.) A rich cerise background sets off the photograph 

If self-service selling is a major part of your marketing 
problem, talk to a man from Gair. 


7 
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Gair Package Analysis is a service designed to blueprint a package that will fit your product, your 
packing and shipping methods and your market. Write us at 155 East 44th St., N. Y. 17, N. Y. 


GA I PF creative engineering in packaging 


FOLDING CARTONS « SHIPPING CONTAINERS « PAPERBOARD « KRAFT BAGS AND WRAPPINGS 
Robert Gair Company, Inc. + 40 mills and plants in the United States and Canada 
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FACT IS... Newsweek delivers 
more readers in Business, 
Industry and Government 
—per advertising dollar — 
than any other news or 
business magazine 


Ne Ws We ek 


Knowing when to do which 


Some people insist that advertising, to be good, must with tried and tested advertising techniques, will gen- 
always be “‘different.”’ erate the best results. And they’re often right, too. 
They feel that the arresting picture, the strange head- 
line, the startling layout will capture more attention 
from more people. And they’re often right. 


We believe that a good agency should have the abil- 
ity and courage to do the unusual. And equally the 


ability and courage to do the obvious. 
Others insist advertising should be ‘‘conventional.”’ 


Above all, it should have the seasoned judgment to 


They feel that a straightforward story, presented know when to do which. 


YOUNG & RUBICAM, INC. Advertising » New York « Chicago « Detroit «+ San Francisco 


Los Angeles « Hollywood « Montreal « Toronto « Mexico City *« San Juan « London 


SALES MANAGEMENT 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


Metropolitan Market Area An- 
alysis: 1956 80-page edition of sales 
estimates, published by Greensboro 
News and Record for sales and ad- 
vertising executives and their adver 
tising agencies. The 260 Metropoli- 
tan Market Areas are ranked by dol- 
lar volume in descending order for 
10 retail store classifications com- 
piled by SALES MANAGEMENT. ‘The 
analysis also includes ranking of gain 
or loss (1955 over 1948) of 260 Met- 
ropolitan Market: Areas in 8 basic 
sales classifications by dollar volume 
in descending order; ranking of the 
‘Top 100 Metropolitan Markets and 
the South’s Top 20 Metropolitan 
Markets (the latter in 8 basic sales 
classifications by dollar volume in de- 
scending order); complete SALES 
MANAGEMENT Survey of Buying 
Power data for 260 Metropolitan 
Market Areas; complete North Caro- 
lina-County-City data. Data cover 
population, families, total retail sales, 
general merchandise, furniture-house- 
hold-radio, food, automotive, drug, 
apparel, lumber-building-hardware, 
eating and drinking places, gasoline 
service stations, per family and per 
capita sales, buying power quotas and 
quality index. Copies are available on 
request by writing on your business 
letterhead to the Advertising Research 
Department, Greensboro News and 
Record, Greensboro, N. G.. or they 
may be obtained from the offices of 
Jann & Kelley, Inc., in Chicago, New 
York, Detroit, Atlanta, San’ Fran- 
cisco and Los Angeles. 


Aviation Research and Develop- 
ment: Technical handbook published 
by Aviation Age. It is the first edition 
of a new annual engineering and re- 
search reference for aviation’s tech- 
nical management. A 664-page book, 
it has 10 separate sections highlight- 
ing research and development trends 
and problems; more than 600 descrip- 
tions of equipment, parts and mate- 
rials ; technical reference tables of spe- 
cifications and performance data, plus 
a special index to more than 430 
pages of product and service advertis- 
ing. It is reported to be the largest 
compilation of technical material ever 
published in the aviation industry. 
William Mass, publisher of Aviation 
Age, announces that the handbook 
will be published annually, and as a 
separate reference beginning in 1957. 
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It will be issued in standard 7” x 10” 
format and will supplement the regu- 
lar monthly technical information 
service of Aviation Age. A limited 
number of copies of the handbook are 
available to the aviation industry and 
their advertising agencies at $2 each 
for the regular issue and $3.50 each 
for library-bound copies. Write to 
Hy Sirota, Promotion Manager, 
Aviation Age, 205 E. 42nd St., New 


¥ork,.N.:¥. 


Slide-Chart Idea Starters: 
A wide variety of sales problems and 
their solutions, outlined in a kit pre- 
sented by Perrygraf Corp. for sales 
and marketing executives. Included 
are tested sales techniques that will 
help to make salesmen more produc- 
tive; get more qualified inquiries; 
make your sales story easy to grasp 
and remember; inject your product 
at the buying moment; add related 
items to orders; funnel demand to 
standard sizes and styles; keep the 
product sold. How slide-charts put 
product facts at the fingertips is ex- 
plained in detail. Listed are a few of 
over 14,000 sales problems solved by 
slide-charts and case histories of how 
various companies have solved their 
problems. Write to Lester E. Perry, 
President, Perrygraf Corp., 150 S. 
Barrington Ave., Los Angeles, Cal. 


How to Probe the Metalworking 
Market: A _ how-to-do-it brochure 
for sales and marketing executives, 
published by The Iron Age. It sum- 
marizes the information presented in 
a series of 40 marketing seminars con- 
ducted by JA earlier this year. an- 
swering such questions as these: How 
do you determine potential for your 
product in the metalworking market ? 
How do you analyze sales perform- 
ances, establish territories or explore 
new markets? How do you pinpoint 
good prospects? It shows how to make 
profitable use of 74’s two unique re- 
search tools: Basic Marketing Data 
—a statistical picture of 23,000 
S.I.C.-coded metalworking plants— 
and its companion IBM facilities for 
pinpointing any segment of this mar- 
ket: how to organize your market by 
plant size, location, S.I.C. classifica- 
tion, product, or any combination of 
these; how to employ the IBM fa- 
cilities to conduct market research by 


mail; how to check the validity of 
your return and then expand it into 
national or regional potential; how 
to determine sales potential in any one 
of 148 key industrial areas without 
making a survey. Included is a step- 
by-step case history, showing how one 
company successfully used JA research 
tools to develop such firsthand in- 
formation about the market as name, 
size and location of plant, product 
manufactured, materials processed, 
whether or not a prospect, future pur- 
chasing plans, and name and title of 
man supplying the information. Write 
to Oliver Johnson, Director of Re- 
search, The Iron Age, Room 318, 
Chestnut and 56th Streets, Philadel- 
phia, 39, Pa. 


Consumer Analysis of the Port- 
land, Ore., Market: Third annual 
report compiled and published by the 
Oregon Journal, to provide a statisti- 
cal picture of family characteristics, 
buying habits and brand preferences 
within the area defined by the Audit 
Bureau of Circulations as the Port- 
land ABC City Zone. This includes 
the city of Portland, the city of Mil- 
waukie in Clakamas County and the 
areas in both Multnomah and Clacka- 
mas Counties that lie adjacent to 
Portland. The analysis was con- 
ducted in accordance with the pro- 
cedure standardized and used by the 
21 member newspapers of the Con- 
solidated Consumer Analysis, of 
which the Oregon Journal is exclusive 
oregon member. Write to A. B. Wal- 
lace, National Advertising Manager, 
Oregon Journal, Portland 7, Ore. 


Newspaper Reading Habits of 
New and Used Car Purchasers 
in Hamilton County (Cincinnati). 
O., during 1955: Report published 
by The Cincinnati Enquirer. The 
survey was supervised by Oxford 
Research Associates, under the di- 
rection of Dr. Joseph C. Siebert, 
Marketing Department of Miami 
University, Oxford, O. Data include 
comparison of June 1955 new and 
used car returns vs total year 1955 
new and used car registrations, cars 
purchased from Hamilton County 
dealers ; summary of Cincinnati news- 
paper readership by purchasers of new 
cars from Hamilton County dealers, 
June 1955—by make, by manufac- 
ture and by price category; com- 
parison of 1955 vs 1954 automotive 
display advertising (Media Records). 
Write to Eugene ‘N. Halmi, Re- 
search Manager, The Cincinnati FE n- 
quirer, 617 Vine St., Cincinnati, O. 
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Company Expenditures 1955 1954 Company Expenditures 1955 1954 

1 General Motors Corp. .. $62,587,251 $37,391,415 ¢* 35 American Home Prod.Corp. 2,469,658 1,587,823 
2 Ford Motor Co. ........... 29,610,982 17,999,652. . 36 Clorox Chemical Co... 2,463,665 2,330,431 
s Gnysler nar ~ 2A 058,711 11,787,998. 37 Shell Oil Co. 2,407,907 1,752,079 
4 Distillers Corp. — + + 38 Bristol-Myers Co. 2,384,543 922,532 


ne ; ys Bb povpel » 39 Radio Corp. of America... 2,365,379 1,569,702 
tT 90, —_ ++ 40 Campbell Soup Co. 2344703 1,567,374 


6 General Foods Corp. 8,665,524 9,351,441] *+ 41 Pepsi-Cola Co. _.. 2314609 1,543,614 
7 Procter & Gamble Co... 7,946,306 7,251,400... ao standard Oil'Co. (N.J.)..... 2,311,542 2,389,288 


8 Lever Bros. Co. . spy 6,803,797. 43 Doubleday & Co., Inc. .... 2,257,430 2,087,931 
9 General Electric Co........... 7,557,414 3,792,542 » 44 Sun Oil Co. 2,188,692 1,610,937 


** 10 National Distillers 


Products Corp. .... 6.715088 6,718,375 * + 45 Monsanto Chemical Co. 2,163,223 4,101,841 


| ++ 46 Goodyear Tire&RubberCo. 2,110,507 2,267,630 
* 11 Studebaker-Packard Corp. 6,025,371 5,121,118 =, a7 Gittatte Co, 2.097.957 2.296.936 


¢* 12 Schenley Industries, Inc. 5,925,590 6,157,600 o>: 48 teternaiions!-Collucctien 


++ 13 National Dairy Products Co. 2,007,914 1,635,247 
Products Corp. ........... 4,811,426 3,338,891 —... 4g Liebmann Breweries, Inc. 2,029,431 2,435,829 
** 14 Philip Morris & Co., Inc... 4,805,642 1,245,847 + + 50 Borg-Warner Corp. 1,982,556 722.908 


ee j 2 
15 American Tobacco Co... 4,273,234 2,623,779 «1 standard Oil Co. (Indiana) 1,870,732 1,469,876 
** 16 General Mills, Inc. 3,908,473 3,186,138 e+ 52Greyhound Corp. ......... 1,861,634 1,746,260 
* 17 R. J. Reynolds Tobacco Co. 3,793,402 3,100,393 ..53 Borden Co. . 1,855,566 2,811,797 
** 18 National Biscuit Co. 3,528,133 2,354,007 54 Wm. Wrigley Jr. Co... 1,829,295 1,696,520 
*+ 19 Armour & Co. 3,407,594 2,413,462 «55 Publicker Industries Inc... 1,777,961 1,945,487 
** 20 Eastern Airlines, Inc... 3,400,639 2,819,776 =. 5 Curtis Publishing Co. ..... 1,722,811 2,210,773 
*+ 21 American Motors Corp. 3,376,354 4,015,528 ++ 57 Johnson & Johnson 1,714,839 878,393 
** 22 Swift & Co. 3,185,454 2,971,310 - 58 United Airlines inc. ....... 1,690,172 1,173,936 
++ 23 Standard Brands, Inc... 2,884,460 3,740,877 — + » 59 Trans World Airlines 1,675,558 1,167,061 
* 24 Coca-Cola Co..................... 2,775,109 1,558,936 + 60 Carnation Co. 1,671,578 — 1,652,443 


e* 25 Hiram Walker 
*+ 61 Block Drug Co. Inc. .... 1,669,641 703,557 
Gooderham &WortsLtd. 2,774,618 1,821,078 =. , b) telene Curtis Industries. 1,663,714 1,952,681 


+ 26 Nestlé Co., Inc., The ....... 2,772,989 2,344,852  «. 63 Best Foods, Inc................ 1,661,495 923,364 


* 27 Time, Inc. .... wwe 2,749,181 1,380,127 «+ 64 Pillsbury Mills, Inc. $1,608,694 $ 907,095 
++ 28 American Airlines, Inc... 2,697,004 2,133,662 =... 65 Liggett &Myers TobaccoCo. 1,569,970 3,628,065 


«+ 29 Hunt Foods, Inc. 2,645,666 519,046 ed 
«+ 30 Quaker Oats Co. 9599870 2.136.409 66 Phillips Petroleum Co... 1,519,645 1,519,911 
** 67 Brown-Forman 


* 31 Socony-Mobil Oi! Co., Inc. $2,562,350 $2,389,393 Distillers Corp. ............ 1,505,868 1,503,530 
+ 32 Sterling Drug, Inc. 2,552,622 2,822,348 «+ 68 Chesebrough-Pond’s, Inc.” 1,444,949 1,252,267 
+ 33 Westinghouse Elec. Corp. 2,514967 2,184,427 +» 69 Prudential Insurance Co. 1,415,597 1,239,630 
» 34 Guif Oil Corp. _ 2,495,161 2,048,242 e+ 70 Eversharp inc. ................ 1,403,761 178,153 


~ 


In 1955...of the 100 leading 


general advertisers in newspapers 
96 ran in New York City 
¢ 93 used the New York News 
«6/7 spent more in The News 


than in any other New York Newspaper 


The preference for The News includes 25 of the 29 grocery 
product advertisers listed... all 10 of the drug store products, 5 of the 9 
distillers, 3 of the 5 airlines, 3 of the 4 cigarettes, 3 of the 5 automotive, 
all 3 insurance, both of the tire and beer advertisers. 
Because The News does a majority job for any advertiser in the 


country’s largest market...at the lowest cost! 


Company Expenditures 1955 1954 Company Expenditures 1955 1954 
¢+ 7] Pabst Brewing Co. .......... 1,378,172 372,795 ¢* 86 Texas Co. seusvensresassee A: Qokbeae 
¢* 72 Wesson Oil & 87 Nebraska Consolid. Mills. 1,120,821 744,626 
Snowdrift Sales Co....... 1,371,600 1,097,355 —s « + 88 Institute of Life Insurance 1,102,294 1,159,511 
«+ 73 Lanolin Plus, Inc." ............ $1,368,423 $1,707,173 *+ 89 Corn ProductsRefiningCo. 1,083,720 1,061,707 
> 74 Pan American 703 ** 90 Consolidated Cigar Corp.. 1,079,303 1,035,646 
a i ae acs Varies pose'1g9 * 9LB. T. Babbitt, In 1,044,412 633,352 
eRe Bin 92 Standard Oil Co. (Calif.) 1,043,057 = 1,223,070 
«+ 76 Firestone Tire&RubberCo. 1,331,551 949 585 ¢ 93 Fastman Kodak Co. 1,030,386 1,708,488 
¢ 77 Renfield Importers, Ltd. 1,298,745 1,092,658 e+ 94 Avco Mfg. Corp. 1,016,306 1,379,852 
+ 78 Canada Dry Ginger Ale... 1,296,958 1,040,396 ==. 95 DuPont de Nemours & Co. 1,011,280 818,794 
e+ 79 Wilson & Co., Inc. .. 1,256,520 1,118,183 + 96 Union Carbide 
80 Continental Oil Co. ......... 1,251,430 770,870 


& Carbon Corp................ 1,003,377 939,235 
81 Glenmore Distilling Co... 1,232,463 912,360 * 97 International Latex Corp.. 997,678 115,973 
++ 82 Continental BakingCo.... 1,213,136 438,543 * 98G.F. Heublein &Bros., Inc. 993,229 760,245 


e+ 83 Mutual Benefit Health * 99 Philco Corp. oo... 990,716 1,349,976 
& Accident Assn. ........_ 1,182,428 1,203,130 190). A Folger & Co... 990,145 833,643 
ee 84 National Airlines, Inc. a 1,130,551 1,003,189 *Chesebrough-Pond’s Inc. merged June 1955. 


oe 85 Beacon Co. oon. cece 1,127,488 1,466,758 tFormerly listed as Consolidated Cosmetics, Inc. 


THE (4 NEWS, New York's Picture Newspaper 


with twice the circulation, daily and Sunday, of any newspaper in America 


WHEN A PROSPECT wanted to buy from Juan Machada 
(left) a 1956 Mercury Medalist without trimmings—no 
heater, no radio, no Merc-O-Matic—Juan got the prospect 


Car-a-Day Machada 


Juan Machada sold 254 cars last year for a Mercury dealer 
in San Marcos, Tex. He is what every sales manager dreams 
of hiring—a good father, a good churchman, a good citi- 
zen, and a good salesman. His sales secret: calls, calls, calls. 


BY EUGENE WHITMORE 


Nineteen-year-old “grease monkey” 
Juan Machado asked his automobile- 
dealer employer if he could drive nine 
miles out in the country to trv to sell 
a car to a tarmer. 

It was 1924 and few Latin Ameri- 
cans in South Texas owned cars and 
fewer, if any, had the temerity to 
try to sell them. But Juan got per 
mission to drive out to Redwood, 
‘Tex., to see Frank Nervais who Juan 
knew had made a good crop that year. 

“F rank, | come to sell you a car,” 
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began Juan. 

“Huh! Juan, you are too young 
to sell cars. What you know about 
cars?” 

Juan pitched in, demonstrated the 
car, took Frank for a ride. 

“IT told him about the balloon 
wheels and he liked them. He bought 
the car. Paid cash,” says Juan. 

Ever since, Juan has been selling 
cars days, nights, holidays, going. to 
the cotton fields, the ranches, homes 
and work places of his prospects 


ca 


to select the desired model, then said, “Merc-O-Matic. You 
drive my car. | think you should know about down the road 
a piece and see if you like it.” The prospect tried, bought. 


from dawn until midnight, if neces 
sary. 

“He'll drive a hundred miles any 
day to sell a car,” says an associate 
salesman at Connell Motors, the Lin- 
coln-Mercury dealer in San Marcos, 
Tex., where Juan has worked for 
three years. 

By 1940 Juan had won Pontiac’s 
highest salesmanship award. In 1952 
he won membership in Dodge-Ply- 
mouth’s “400 Club” of salesmen, and 
in 1955 an award for sales achieve- 
ment in the Lincoln-Mercury Divi 
sion of Ford Motor Co., including 
membership in this company’s “Inner 
Circle.” Award for this achievement 
was $500 cash. ; 

Juan Machada is not a man to sit 
around the salesroom. Outside his cut 
rent floor duty — 7 a. m. to 1 p. m. 

he is free to range the territory 
until next day at 1 p.m. During his 
“free” time he chalks up a sales rec 
ord which is tops for car selling in 
‘Texas. 

“IT think to make money a salesman 
has to spend gasoline. I mean he has 
to spend 50 cents to make a dollar,” 
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COUNT THE CARS! 


The above scene is an everyday occur- 


rence in Detroit, and is like dozens of 


others all around Detroit. 


autos GO 
in this city of a million autos, 


Autos ARE everywhere 
everywhere... 
expressways, no subways and practically no 
commuter bus or train services. Morning travel 


to work, by auto, is an absolute necessity. 


This means little opportunity for morning 
newspaper reading—and accounts for the fact 
that, unlike most other major metropolitan 
markets, Detroit has always been an EVENING 
NEWSPAPER city. 


The circulation figures substantiate these 
facts: (1) The Detroit News has the largest 
ABC-home delivered circulation of any news- 
paper in the nation. (2) Within the 6-county 
trading area, where 98% of Detroit’s retail 
business originates, The Detroit News delivers 
97,803 more copies weekdays and 175,285 more 
copies Sundays than the morning paper; 67,839 
more weekdays and 128,184 more Sundays than 
the other evening paper. (3) The Detroit News 
has the largest TOTAL circulation, weekdays 
and Sundays, of any newspaper in Michigan. 
@ The Detroit News carries TWICE AS 
MUCH ADVERTISING LINAGE as either of 


the other two Detroit newspapers! 


The Detroit News 


THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) 
Weekday 459,160--Sunday 573,375 


Eastern Office 
Pacific Office 


110 E. 42nd St., New York 
785 Market St., San Francisco 
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Chicago Office 
Miami Beach 


435 N. Michigan Ave., Tribune Tower, Chicago 


The Leonard Co., 311 Lincoln Road 


says Juan who is unafraid to “spend 
gasoline.” 

Out in the territory Juan keeps 
his eyes open for old-model cars — 
say, 1952 jobs. Noting the license- 
plate number, he checks for the own- 
er’s name and address. “I write him 
a letter or post card. Then if he 
answers, I go to see him next day,” 
explains Juan in his richly soft voice 
only slightly tinged with a Latin 
American accent. 

How he works is seen in his re- 
cent experience with Guillermo Gar- 
cia, a carpenter. Early this year he 
sold him an inexpensive car. A month 
later he traded that one for a later 
model, same make. He traded with 
Garcia until, by early July, he had 
sold him his sixth car, a late-model 
used Packard. 

Juan has several customers to whom 
he has sold 14 cars, getting their re- 
peat business year after year. Many 
other customers have bought cars from 
him for 10 or 12 years. 

“Lots of salesmen don’t pay at- 
tention to customers when they come 
in the salesroom,” he says. ““They say 
these customers are ‘just looking.’ 
Well, I don’t think so. I think any 
man comes into a showroom wants to 
buy a car. So I try to find the car 
he needs.” 


His Record: Success 


Juan’s technique: Get close to the 
prospect, get him to. settle on the 
model, the year and make he prefers, 
then find that car. His success is 
shown in his record. In 1955 he sold 
254 cars, better than 21 a month. A 
large number were used cars but some 
were new. 

Demonstration is an important tac- 
tor in Juan’s salesmanship. Recently 
a man and his mother came in, asked 
for a 51 Ford. No such model was 
available on the used-car lot. 

“T think you like a ’51 Chrysler,” 
began Juan. 

“No, it’s too heavy for us,” the 
mother said. 

“You and you son get in this car 
with me and take a ride,” said Juan, 
his bashful smile spreading slowly 
over his handsome face. 

“T took them to Kyle (nine miles 
distant), bought them some coffee, 
and talked to them. I tell them the 
Ford is a good car but maybe so after 
they drive the Ford, they think it 
too light.” On the return trip, Juan 
put the son at the Chrysler’s wheel. 
As it rolled smoothly down Highway 
81, the mother said: 

“Son, I think Juan has a good 
point. This car is right. We buy it.” 

Because he once sold Dodge cars, 
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customers still come in and ask for 
Dodges. One man demanded that 
Juan obtain a new Dodge for him. 

“T don’t sell Dodges. I sell Mer- 
curies. Now you take mine and drive 
it. | furnish the gasoline. See if you 
like this new Mercury.” 

Before the prospect got into the 
car, Juan covered every detail of its 
features — the engine horsepower, 
the Merc-o-matic; lifted the hood, 
showed him the engine and other fea- 
tures, explained the automatic choke. 

“When he come back from the ride 
I sold him a new Mercury,” says 
Juan with shy confidence, a smile 
illuminating his strong features. 

He is convinced that many auto- 
mobile salesmen in their high-strung, 
impatient way, fail to explain all the 
features of the car they’re attempt- 
ing to sell. 

“The people, they don’t know — 
you gotta tell them all about the car 
because they know only what you tell 
them,” he says. 

He makes it plain he cannot sell 
cars via the telephone, as many sales- 
men lazily try to do, after a customer 
has left the showroom saying he will 
look further. If unable to get the 
prospect’s name, he jots down the 
license number, checks it against the 
state record, and then makes a per- 
sonal call — wherever and whenever 
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he can find the prospect. 

Juan makes it easy to buy a car. In 
his leisurely, low-pitched voice he 
gives a patient explanation of the 
car’s merits, then gives a demonstra- 
tion. 

He is a great post card writer, 
peppering his friends and prospects 
with cards telling of cars he thinks 
will fit their needs. 

“If they answer, I call next day,” 
he says, “but you gotta know the peo- 
ple you write. You gotta know what 
to say and what they need.” 

Post cards a waste of time? Huh! 
They help Juan to sell cars. His deal- 
er says, “Juan sells cars, eats and 
sleeps — that’s all. He never stops. 
He visits a customer in the cotton 
patch, walks along with him, help- 
ing him pick cotton while he talks. 
He knows a cotton-picker will soon 
have money to buy a car.” 

Machado says, “I spend lots of 
time visiting. I take my wife, my 
kids, we go to visit. My kids play 
with the other kids; my wife, she 
talks to the customer’s wife; I talk to 
the customer. I take along some soda 
water, maybe some dulcies (candy). 
If I don’t get the information from 
the man, my wife gets it from his 
wife.” 

And says Juan right from the heart, 
“You gotta love your customers. Of 


“We're strictly a one man business!” 


SALES MANAGEMENT 


HOW LIFE FITS YOUR MARKET | 


There are 7,350,000 family units with incomes 
of $7,500 or more in the U. S. 


More than 38% of all persons* 
in households with incomes of $7,000 or more 
are reached by an average issue of 


In no other medium can an advertiser start with so large a share 

of the market and be sure he’s getting it. This is one of the good 

reasons why advertisers—for the past 9 years—have kept put- 

ting more of their advertising dollars in LIFE than in any other 

magazine. LIFE’s total audience of 26,450,000 weekly is larger yee ene et A Study of 

than that of any other magazine. Four Media, by Alfred Politz 
Inc. 
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THE SPOKANE MARKET 
REALLY MEANS 
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lar Srokant Markit 


IT'S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


Watch your business prosper when you sell the billion dollar Spokane Market! Not only will you be 
completely selling the prosperous Pacific Northwest—you'll be selling one of the nation’s truly great, big-volume 
sales areas 


BIG: Half again as large as the states of New York and New Jersey combined, the Spokane Market has over 
one million consumers. With more people than Baltimore or Cleveland, it is vital to every Pacific Northwest—or 
any other—sales program. 


RICH: Retail sales total well over a billion dollars annually. Income per farm is more than double the U. S. 
farm average. And while income per capita betters the U.S. average by 4%, retail sales per capita top the U. S. by 8%! 


STABLE: Neither a one-city nor a one-industry market, the Spokane Market draws wealth from a wide variety 
of sources— Mining, Manufacturing, Lumbering, Transportation, Finance, Agriculture and Livestock. This high 
industrial diversification assures the market of stable, growing income the year ‘round. 


ISOLATED. Heart of the Pacific Northwest, the Spokane Market is walled in by giant mountain ranges on all 
sides is a completely independent and unified trade area. Advertising in coastal cities 300 or more miles away 
can’t penetrate this rich rnarket 


So sell the billion dollar Spokane Market and watch the money roll in! But to sell it, you need the two news- 
papers residents have read and bought from since pioneer days— The Spokesman-Review and Spokane Daily Chronicle 


Combined Daily Circulation Over 160,000 — 86.41 % UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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course, I love automobiles. 1 love 
to sell them. But I love the people 
most.” 

Sales don’t always come easy. Once 
it took him 11 months and many calls 
to complete a sale to Mr. and Mrs. 
Juan Martinez. But shortly, he sold 
Martinez’ brother a car. 

To officers and enlisted men at 
nearby Gary Air Force Base he sells 
many cars. I asked Juan how he got 
started selling these men. 

“Well, I tell you. My brother, he 
works at the base. He talks to the 
officers. He tells them he has a very 
good brother who can make them a 
fine trade on a car. My brother, he 
talks and talks. Finally an officer 
comes in and asks for me. I give him 
the best opportunity to buy in the 
whole used-car lot. He buy. Pretty 
soon another officer comes, and now 
I sell many cars to the colonels, the 
majors, all kinds of men at the base.” 

He believes that a call at a pros- 
pect’s home is most important so he 
makes many telephone calls to get an 
appointment for a personal call. 

One of Juan’s extra duties is col 
lecting from Latin American cus- 
tomers. “But I do not go just to col- 
lect. I go to sell cars. Some salesmen 
try to collect on the telephone. I visit 
the customer, get him to pay his bill, 
then I sell him a car.” 


Recently in collecting a payment 
on a farm, he found the customer 
was thinking about a 34-ton truck. 
Knowing he had such a car on the 
used-car lot, Juan got him to promise 
to come in that day to see it. In fact, 
he offered to return to the lot right 
then if the cusomer would follow him. 
The customer agreed and Juan sold 
the truck. 

“T know the country around here 
like I know the inside of my house,” 
declares Juan. “You gotta know the 
people.” He ranges 60 miles to San 
Antonio, to Seguin, Luling, Lock- 
hart, even to Houston, making friends 
wherever he goes. 

Machado does what automobile 
companies and sales managers have 
urged their men to do since the advent 
of automobiles. Where the average 
salesman does one or two of the things 
automobile manufacturers know need 
to be done, Juan does everything, 
uses every tool in the kit, every ounce 
of fuel. 

When he goes to see a customer 
who wants a 755 Dodge, he leaves 
a Dodge circular with the prospect. 
Or if a ’54 Ford is wanted, he digs 
up a Ford advertising piece to de- 
liver. But first he reviews the material 
quickly to cover its talking points. 

Born in San Marcos, Tex., in 1905, 
Juan is well-known over the area. 


Ave., Washington 9, D. C., HObart 2-6477 


les Angeles, DUn 7-6149-—3077 Turk Street, 
San Francisco, EVergreen 6-1582- 


MID-WEST: L. B. HAMMOND, 30 N leSelie. 
Chicago 2, Ill., RAn 6-1843 


EAST: McCLANAHAN & CO., 295 Modison Ave., 
New York 17, LExington 2-1234 


EFLow to get 


The Journal delivers your advertising to top ranking 
officers of the Army, Navy, Air Force, Marines and 
Coast Guard, who direct or recommend defense 
purchasing. For latest data on this influential 
military coverage, call or write;m 


ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticut 


WEST: CHRIS DUNKLE & ASSOCIATES, 3257 Ww 6th 


He says, “No, I did not graduate 
from high school — but I almost 
graduate,” meaning he had to stop 
school just before graduation to go 
to work as a wash boy, then as a 
grease monkey. 

He dresses for the occasion, wear- 
ing informal attire for floor duty, 
rough clothes for rural calls, or a 
good suit for calls at the Air Force 
base. 

Many of his customers travel wide- 
ly — to Michigan to pick cherries, to 
Colorado for the sugar-beet harvest, 
to Ohio to pick tomatoes for the big 
Heinz plant or others there. Juan 
keeps in touch with these customers 
many of whom make the long trip in 
trucks, taking the family and perhaps 
some friends. 


Watch for this... 


Sales Management's 
annual business gift 
issue, in the mail Sep- 
tember 10, promises to 
be the most reliable 
handbook 


of gift-giving sugges- 


and useful 


tions ever published. 
Watch for the issue 
with 25 portraits of 
Santa on the cover. 
—The Editors 


Carefully watching their car's 
safety before they leave, Juan often 
tells a customer: 

“That truck you got is no good. 
Somebody — maybe your family — 
get hurt in it. I have a better truck 
for you.” He says how much down 
payment he needs, what are the 
monthly payments. And he sells a 
truck which is more likely to bring 
the customer’s family home safely next 
November for the winter. If the 
family has a good season in the har- 
vests, they may buy another truck 
perhaps a new passanger car, when 
they return. 

Juan Machado is what every sales 
manager dreams of hiring — a good 
father, good churchman, good sales- 
man, good citizen. A few hundred 
like him would cure many of the 
troubles that beset the automobile in- 
dustry today. The End 
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CONSTRUCTION EQUIPMENT distributor Andy 
Anderson talks over strip mining problems with 
customer Eugene Lyons, foreman of Junior Poca- 
hontas Coal Co. on mountain above Goodwill, 
W. Va. 


STRIP MINERS, too, 
depend on 


Construction Equipment 


H. D. (Andy) Anderson, 

president of big, 14-branch 

Rish Equipment Company, 

saa . 7 . * - . . e 
“Here in West Virginia, strip miners are big sales prospects .. . along with 


contractors, government bureaus, industries and quarries. They buy construction 
products of all kinds. And just like the rest, they depend on CONSTRUCTION EQUIP- 
MENT for know-how tips. 

“That makes us happy since we’re franchised distributors for CONSTRUCTION 
EQUIPMENT. Our field salesmen decide who'll receive subscriptions. We make sure 
copies go to readers with real buying influence in worthwhile firms. 

“T don’t hesitate to tell the 31 manufacturers we 
represent that CONSTRUCTION EQUIPMENT advertising 
pays off in sales.” 

It’s the same story in every state and province. Over 
100 leading dealers buy CONSTRUCTION EQUIPMENT for ——— 
their customers and prospects, Advertisers agree: there’s " media. £16 
no better way to reach the whole, wide market for equip- For complete fact, write for new 
ment with one magazine. 


In Construction... 


more buyers read Constr uction 
Equipment 


PUBLISHED BY CONOVER-MAST + 205 EAST 42ND STREET, NEW YORK 17, N. Y. 
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from Penton’s 


million dollar census ? 


Our million dollar investment in the Penton 
Continuing Census is paying you big dividends. 


) 


How? This is a Continuing Census. For 16 


years it has been combing the market daily for 


new plants. It is continuously catching the 


changes—checking on personnel turnover, 


product diversification and plant expansion 


throughout this changing market. 


All of this gathering of information doesn’t 


help you one iota. It’s the way we use it 


that counts. 


You may assume your basic benefit from this 


million dollar census operation is the market 
but that’s not 
it. Important and helpful as such data is. to 


research information you get 


so many of our advertisers—that’s only a 


by-product of our census. 


What is the basic benefit you get from Penton’s 


Continuing Census? It is constantly effective 


coverage of your markets. We're using our 


up-to-the-minute census findings constantly 


to be sure we're reaching the right men in 


the right plants. 


That’s what you want. That’s what you get 
from each Penton publication to make your 


advertising more effective. 
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Publishing Company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


NEW LABEL (left): In tests it outsold the old (right) by a wide margin. 


Starches Get New Dress 
“To Help Hold Market Lead" 


Chemicals, Inc., makers of Vano and Dura, believe a smart 
company doesn't wait until redesign is sorely needed. 


Question: If you're top dog in 
your market, and if your package 
isn’t “dated”, why redesign the pack- 
age? 


Answer: In the words of Mortimer: 
Fleishacker, president. of Chemicals, 
Inc., Oakland, Cal. ‘“We were con- 
vinced that it would pay to have 
our Vano and Dura labels restyled 
because we have an industry position 
to maintain. We want to keep out 
market leadership in the seven fa: 
western states in which we sell.”’ 

Vano is a cold-water liquid starch 
concentrate. Dura is a plastic starch 
that stays in a garment through eight 
to fifteen washings. 

Says Fleishacker, ‘““The new labels 
have now been tested against the old 
in key retail outlets and results have 
been most gratifying, Even in ad 
vance of the newspaper advertising 
used to familiarize consumers with 
the change, the new design outsold 
the old by a wide margin.” 

Collaborating with the company 
in the redesign were Walter Lando: 
and Associates, industrial designers ; 
Sidney Garfield and Associates, the 
company’s advertising agency, and 
Dr. Ernest Dichter’s Institute for 
Motivational Research. 
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DURA LABEL gives prominence to 
words “long lasting”. Wave pattern 
ties up with ease of use—the starch 
is simply mixed with water. 


‘These were the objectives sought: 


1. To create a “happy wash day” 
atmosphere through a built-in emo- 
tional appeal suggesting that starch- 
ing need not be tedious and tiring. 


2. To convey the impression of 


BACK PANEL: Sketches communi- 
cate the story of product benefits: 
crisp, clean clothes. 


smoothness of texture, ease of use, 
kindness to hands. 


3. To provide powerful shelf im 
pact when seen from a distance. 


4. ‘To create a trademark out of 
the design relationship of brand and 
product name through a symbol easy 
to remember. It must be strong 
enough to be effective in all forms of 
visual advertising, including televi- 
sion—even on a fuzzy screen. 

Fleishacker is especially enthusi- 
astic about the back panel treatment 
for Vano, which he calls “a com- 
pletely new design approach to the 
demonstration of product uses, The 
illustrations show a variety of end 
results of the product’s use.” (See 
photos. ) The End 
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THE TIME READER as seen by 


MAN OF MEANS 
EXECUTIVE 


STOCKHOLDER 


SPELLBINDER 


TIME offers the biggest concentrated audi- 
ence of best customers and influential peo- 
ple in the United States today. Nevertheless, 
Whitney Darrow, Jr. exaggerates some- 
what. Not all TIME readers are stockholders. 
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“In October of this year industrial publishing 


moves into outer space...up, up, and beyond 


100,000 feet...to bring back the “known” 


from the “unknown” with the pioneering- 


in-print of a hew American Aviation 
publication... MISSILES AND ROCKETS, 


The Magazine of World Astronautics...” 


WAYNE W. PARRISH, EDITOR AND PUBLISHER 


* 


WE FACE A FORK in the road of the sky. Man’s newest 
vehicles of flight move at “impossible” speed into an astral 
world that the day before today was dream stuff. And soon 

. . earth satellites. To us who have grown up with aviation, 
the call is clear for a new, independent publication . . . per- 
sonal to this field, its challenging problems, and its people. 


OUR ANSWER ...MISSILES AND ROCKETS 


Now, for the first time, a magazine to serve as a forum for 
the fast exchange of ideas and information . . . to answer the 
demanding needs of the scientist, engineer, management, 


the military. And, in the same breath, to open up a specialized 


market of impressive magnitude . . . that in five short years 
has already climbed from a $21,000,000 investment to gen- 
erously over $1,000,000,000 . . . and has no place to stop! 


The Magazine of World Astronautics is the not insignifi- 
cant publishing sphere of MisstLes aND Rockets. It will 
carry an editorial content of high technical competency. It 
will focus on timely reporting of fact, leave formula-laden 
theses to other capable hands. Its editorial board will be the 
eminent authorities of this new science-industry, men of the 
stature of Dr. Wernher von Braun, Krafft Ehricke, R. P. 
Haviland, Alexander Satin, Frederick Durant, III. 


AVIATION’S LARGEST EDITORIAL STAFF 

Behind their professional guidance, our own news and 
technical specialists, as well as new journalists carefully 
sought out to augment what is already the largest staff in 
aviation — the editors of our Aviation Daily, American 
Aviation, our other news services and periodicals. So, too, 


many months of painstaking planning to ready the crew. 
At this very moment, MissiLEs AND ROCKETs editors and re- 
searchers are in the field, the plants and the proving grounds, 
lining up the selected content for the first issue. 


LAUNCHING DATE IS OCTOBER, 1956 


With its initial issue, MissiLes AnD Rockets will pro- 
vide an audience of above 13,000, a substantial and grow- 
ing share of which will be paid, at $8.00 a year. Just as 
rapidly as it finds its natural acceptance, slowed down only 
by a deliberate policy of rigid subscriber selectivity, this 
circulation will be entirely paid and audited. 

To any corporation with an already identified position in 
this field, this is an unparalleled standard of market cover- 
age, quantitatively and qualitatively. To any newcomer 


Courtesy— Minnea polts-Honeywell Regulator Co 


whose policies call for new market exploration, this is a 
unique, one-magazine way to “‘find-out’’ at low cost. To ail 
venturesome advertisers, our doors are wide open. A special 
charter advertising rate has been set up for your use of 
the first three issues (October, November, December) of 


MISSILES AND ROCKETS...so we suggest you call our nearest 


representative, reverse the charges, and reserve your space. 


MISSILES AND ROCKETS 


The Magazine of World Astronautics 

AN AMERICAN AVIATION PUBLICATION . WORLD’S LARGEST AVIATION PUBLISHERS 

17 E. 48th ST., NEW YORK, N. Y 1001 VERMONT AVE., N. W., WASHINGTON 5, D. C. 

139 NORTH CLARK ST., CHICAGO 2, ILL 509 STEPHENSON BLOG., DETROIT 2, MICH. 
8943 WILSHIRE BLYD., BEVERLY HILLS, CALIF 


Who Paid How Much, When, and to Whom 
for Special Store Promotions 


Company Station Location Dates Approximate 
; Amount paid 


Coca Cola Bottling Co., WCBS New York City 6-1-54 $177,817 
of New York, inc. .... to 


12-31-55 
General Foods Corp. .... WABC-TV " April 1953 89,315 
to 
Dec. 1953 
Groveton Paper Co. WABC.TV : Aug. 1952 321,283 
to 
12-31-55 
Hudson Pulp & Paper 4-13-54 99,018 
Corp. . to 
6-9-55 
Chicago, III. 9-23-54 
to 
8-27-55 
P. Lorillard Co. WABC-TV New York City Oct. 1953 191,939 
to 
12-31-55 
Pepsi Cola Co. WNBC 4 Oct. 1952 133,500 
(now WRCA) to 
7-2-54 
Piel Bros., Inc. . WRCA 8-16-54 109,440 
(NBC) to 
12-31-55 
Sunkist Growers, Inc. wcBs 6-1-54 
to 
10-29-55 
Sunshine Biscuits, Inc. , 7-15-54 118,170 
to 
12-7-55 


FTC Attacks Media Help 
To Advertisers for Store Promotions 


The Federal Trade Commission contends in a new com- “drive against a 
: ‘ P b P + ome j sarge tood stores and their 
plaint that nine advertisers are guilty of making promo- suppliers.” The next week's mail pro- 


: . vided work that may go on for years 
tional allowances available to some retailers that are not The handout mentioned price dis- 


° ° ° counts briefly as if just in passing. 
offered to all outlets. Whatisstatusofmediacooperation? Gyrnne scolded about seahiaiies 
payments: 

“TI have directed the staff of the 

BY JEROME SHOENFELD - Washington Editor Commission to take a hard look at 
promotional payments and coopera- 
tive advertising payments made by 
suppliers to the major retail outlets. 
This includes an investigation of cer- 
tain promotional contracts for serv- 
ices and advertising which the buyers 
initiate and submit to their suppliers.”’ 


The Federal Trade Commission is Chairman John W. Gwynne _in- 
snowed under with complaints against spired. In late July he had his pub- 
grocery chains and super markets, licity staff leave some handouts at the 
some of which, as a matter of fact, National Press Club announcing a 
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THE BILLION Days Ap. 
VALLEY OF THE Bees!” 


7 MORE BUYING POWER HERE THE SACRAMENTO BEE 
THAN IN ALL OF OKLAHOMA* THE MODESTO BEE 


v NOT COVERED BY SAN FRANCISCO : THE FRESNO BEE 
AND LOS ANGELES NEWSPAPERS 


Western firms know you can’t win top sales in California unless 
you reach the inland Valley. And you can’t afford to rely on 
Coast newspapers to do the job. The Valley is a self-contained, 
independent market. People here read their own local news- 
papers, the three Bee newspapers. 


* Sales Management’s 1955 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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is your 

sales effort 
as productive 
as it could be 


FREIGHT 
TRANSPORTATION SERVICE 


Perhaps it's never occurred to you, but transportation is one 
of the most important aspects of your selling effort. Rich new 
markets . . . sales-controlled inventories . .. lowered warehous- 
ing costs ... and, above all, fast customer service are available 
to the sales manager who appreciates this fact and is willing to 


invest the time to do something about it. 


Consult with your traffic manager or your nearest Spector rep- 
resentative. He'll welcome the opportunity to show you how 
Spector’s broad authority, modern, versatile fleet and advanced 
“sales-engineered” methods can help make your merchandising 


and distribution program pay bigger dividends. 


A United States Custom Ri SP ECTOR FREIGHT SYSTEM, INC. 
Bonded Common Ca alae Cs dct prc al 
eS 


General Offices: 3100 S. Wolcott Avenue, Chicage 8 

TERMINALS IN: 

Baltimore-Washington * Boston * Bridgeport * Chicago 
lie © Mil b 


Decatur * | lewark * New 
Britain * New York * Peoria * Philadelphia * Providence 
St. Levis * Springfield (Mass.) * Worcester 


Later, he told newspapermen that 
his probe into grocery advertising is 
intended as a general warning. 

The announcement was neatly 
timed. Three days after it was re- 
leased, the Commission issued a com- 
plaint, which was prepared long be- 
fore the drive had been thought of, 
involving three-way deals among 
chains, broadcasting companies and 
nine food suppliers. 

The broadcasters—NBC, CBS and 
ABC—had offered chain stores free 
radio or IV time. In return the re- 
tailers were to push products of na- 
tional suppliers who, on solicitation 
by the networks, paid for the time at 
regular rates. 

The complaint involving the broad- 
casting Companies is expected to prove 
fairly typical of what will follow. In 
return for store promotion, which is 
all-important to a supplier, the re 
tailer, at the very least, can often 
exact free advertising. 

In the present case payment by 
the suppliers was at regular rates. In 
the difference between the regular and 
local rate the store has an additional 
field for bargainirg—this time with 
the media. 


Attacks Only Suppliers 


Interestingly, the Commission at- 
tacked only the suppliers although, as 
the complaints against them state, in- 
itiative came from the broadcasting 
companies. The chains, which got the 
allegedly discriminatory free adver- 
tising, were not even named. An 
FTC lawyer explained: It’s easiest 
to win if you file against the com- 
pany that pays, however reluctantly. 
FTC has lost cases against retailers 
who demanded special favors. As for 
fighting intermediaries—in this case 
the media—there’s been too little ex- 
perience. In the old days, FTC liked 
to experiment and so, as a test, might 
have lodged different complaints. Its 
interest now is to win the simplest 
way. 

A Commission investigation can 
mean two things: Elaborate ques- 
tionnaires might be sent to selected 
members of an industry ; Commission 
men might interview (or cross ex- 
amine) sales manager and presidents, 
perhaps demanding that they open 
files and books. The statutes forbid 
criminal charges based on Commis- 
sion investigations so that a company 
can’t protest: “Constitution.” All 
this might be followed, not only by 
complaints, but by a lengthy report 
telling Congress that there isn’t 
enough law to correct all the evils 
that were discovered. 

The Robinson-Patman Act for- 
bids discrimination that hurts those 
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Bus Terminals 
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Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


386 FOURTH AVE. 
NEW YORK 16, N. Y. 
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TAKE TIME OUT 


for more sales! 


TAKE TIME OUT OF DISTANCE to do more 


selling! If your customers’ orders are filled by air, 


you gain all that transit time for more re-orders, 
for more market expansion. It’s the Slick modern 
way to get more volume . . . automatically! Be- 
sides, Slick airfreight rates are often less than sur- 
face . . . so that profit margins soar. Less risk of 
cancellations . . . less chance of losing customers 
through delayed deliveries, loss, or damage 
enroute. 


IT PAYS... SALES-WISE ...TO SHIP VIA 
SLICK . . . CERTIFICATED, SCHEDULED 
AIR CARRIER. 

OVER A 


DECADE OF 
SERVICE 


SSLISK citways we 


3000 N. CLYBOURN AVENUE, BURBANK, CALIFORNIA 
domestic and international air cargo * airmail + air express + overseas passenger charter 


+ 


discriminated against. The main kind 
is “price” which promotional allow- 
ances, Congress felt, sometimes dis- 
guised. 


Proves “Injures Competition" 

If the Commission is charging 
somebody with giving unequal dis- 
counts it must first prove that his 
doing so “injures competition.” I1 
must find witnesses who will tel 
how much sales volume they’ve lost 
to the competitors who got the dis- 
count. As bookkeeping figures are 
presented and subjected to cross-ex- 
amination testimony may run to 
thousands of pages. In the end a 
judge may decide: “But you didn’t 
prove that the loss in volume was 
caused by precisely these discounts.” 

Again, the defendant can protest 
that he was discriminating but in so 
doing he was merely “meeting com- 
petition in good faith.” After all, his 
customer had told the salesman how 
much so-and-so had cut the price. 
Should he simply say goodbye to the 
business ? 

If it’s a matter of promotional al- 
lowances, there is no such defense. 
The FTC lawyers need only show 
two things: that the allowance was 
offered and accepted; that like al- 
lowances were not offered to the rest 
of the trade. 

The drive against the financing of 
grocery advertising had been fore- 
shadowed by scattered cases. The 
largest of these, which is now being 
tried, opened last November. FTC 
complained against two grocery 
chains, Giant Food Shopping Center, 
Inc., and Food Fair Stores, Inc., 
plus eleven suppliers. Each invited 
suppliers to join “anniversary” pro- 
motions. Food Fair, said the com- 
plaints, collected $216,770 and Giant 
$31,000. The End 


FOR SALES MANAGERS 
Do you know what percentage of last 
month’s sales resulted from your 
product’s making the Consulting Engi- 
neer’s Specifications? 


Sell the man who Writes the Specifications! 


CONSULTING ENGINEER } 
227 Wayne St., St. Joseph, Michigan 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION — 
INDUSTRIAL SALESMAN CALLS ON MAN WITH 
SPECIFYING AND BUYING AUTHORITY 


You can be sure Mill & Factory reaches 
your best customers and prospects 
throughout industry... 


because... MILL & FACTORY builds 
and maintains its circulation the 
same way you build your customer 
and prospect lists! Through indus- 
trial salesmen! 


Ask any industrial salesman about 
titles. He'll tell you that the men 
with specifying and buying authority 
have different titles in virtually every 
plant. The industrial salesman knows 
who they are through personal con- 
tact, repeated sales calls. And he’s 
the only man who does! 


That's why MILL & FACTORY 
utilizes the unique Franchise-Paid 
circulation method. 1,645 full-time 
industrial sales engineers make over 
2,000,000° sales calls a year on the 
important plants in every trading 
area of the U.S. These salesmen per- 
sonally select, as readers of MILL & 
FACTORY, their most important sales 
contacts. 


MILL & FACTORY is the only in- 
dustrial publication specifically de- 
signed to do industrial advertising’s 


*Based on the conservative estimate of 5 calls per day per salesman. 


first and most important job —to 
back up your salesmen by reaching 
the same men they must see to sell 
your products! 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. 


og 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SAiESMEN MUST SEE TO SELL! 
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PROMOTION PAYOFF: Sports-minded prospects lined up for almost a 
city block in Hammond, Ind. awaiting the opening of the ninth and newest 
Mages store. All Mages stores follow similar architecture. Clock rotates. 


CHERCHEZ LA FEMME ... femmes of all 
ages now buy one-third of all sports equip- 
ment. Harkening back to the days when she 
was a Gibson Girl daintily playing lawn 
tennis, a housewife swings a racquet to 
test its weight and balance. Display note— 
in behalf of the distaff market—Mages uses 
feminine mannequins in windows. 


Sports Chain Jumps Volume 300% 
Riding Trend to Outdoor Living 


Every manufacturer whose wares clear through retail ‘Two important things happened 

: this late spring to Mages Sporting 
channels can pick up some ideas from the sales and promo- — Goods _Co., Chicago, which caused 
i “as s : - sporting equipment manufacturers to 
tional policies which took Mages from rags to riches in reanalyze operations at the retail 
level: 

1. Mages was selected from thou- 
sands of entries as the nation’s Brand 
|. Mages has found that one-third of all sports equip- | Name Retailer of the Year in the 

: sporting goods category. Announce- 

ment is now bought by women. Stores do much to ment was made by Henry E. Abt, 

president, Brand Names Foundation, 
Inc. 

2. Mages stock was authorized for 

Mages spends nearly half a million for advertis- listing on the American Stock Ex- 
change and on the Toronto Exchange. 

ing in newspapers, TV and radio, in behalf of its | At the annual stockholders meet- 
} ing in Chicago at the end of April, 
nine stores. Irving H. Mages, president, reported 
a new high in sales for the past year, 

° . . a record $4,733,345, an increase of 

Mages seeks out and hires experts in various sports 7 (5 1084. ‘Since 1949, he 
- heck on adequacy of uipment offered said, when sales volume for the year 
both — 4 Y a a was $1,523,000, there has been an 
and to give professional advice to individuals and _ increase of 300% or more compared 


to the industry increase of 14%. 
sports groups. Stockholders were told of the cu: 


five years. Highlights: 


attract women prospects. 
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OL’ MAN RIVER... 


FATHER of waters... 
DIVIDER of markets! 


afl ‘ 


q 
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med Ce: 
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Slicing right down the middle of the Twin 
Cities between most of St. Paul and Minne- 
apolis, the mighty Mississippi River divides 
these two giant markets as effectively as an 
ocean separates continents! 


The 436,900 people on St. Paul’s banks 


more, those St. Paul people make one—and 
ONLY one 

. the St. Paul Dispatch-Pioneer Press. 
No ‘other newspaper — NOT ONE — even 


nicks the surface of the St. Paul market. 


newspaper their buying guide 
d own ©) 


The undeniable fact is this: if you’re not 


make it a point to spend their retail dollars selling St..Paul, you’re just not selling the 


(564 million of them a year!) right on their Twin Cities. And to 


What’s 


blanket every last 
own home side of ol’ man river! corner of the land o’ plenty St. Paul market, 


you need the Dispatch-Pioneer Press! 


How does YOUR product rate? 


For a comprehensive study of the brand 
preferences and buying habits of the 
people who make the St. Paul Dispatch- 53.7% 

Pioneer Press their buying guide, get ST. PAUL DISPATCH. 
your copy of the new 1956 St. Paul PIONEER PRESS 
Consumer Analysis Survey. For your 17.0% 

copy, contact your Ridder-Johns repre- 
sentative or write, using your company 
letterhead, to Consumer Analysis, Dept.D. 


FAMILY COVERAGE 


—St. Paul City Zone— 


100.8 % 
90.5% 


3.2% ry 


MORNING EVENING SUNDAY 


Source Dispatch-Pioneer Press—A.B.C.— 3-31-56 
Occupied Dwelling Units, 1950 Census Other T.C, Datlies—A.B.C.— 3-31-56 


OTHER TWIN 
CITY DAILIES 


st, & PAUL 


| DISPATCH 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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PIONEER PRESS 
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rent expansion plan which will see 
the present nine-store chain grow to 


SALES MANAGERS 
12 before the end of the year. The 


. sae 9 latest and possibly most complete 
How Reliable are Marketing Surveys: store was opened in Hammond, Ind., 


with great civic fanfare in mid-May, 
to mark completion of the first Mages 
store outside of Illinois. 

The question arises: How can a 
retailer enjoy such phenomenal 
growth in so short a period and in 
such a competitive industry ? 

One answer might be that the 
Mages brothers have seized an oppor- 
tunity and developed it with smart 
merchandising practices with brand 
name goods. 


* The basic ingredient of a survey is the field interviewing. 
* Unreliable interviewing can be hidden behind impressive charts 
and imposing tables. 


Your Surveys Can Be Reliable. 


You can be completely assured of highest quality interviewing in your surveys 
when done by Grossley, S-D Surveys recently combined field staffs. 

At your service are more than 1000 personally selected, thoroughly, uniformly 
and continually trained interviewers from coast to coast. 

The field work of your surveys will be under careful, direct supervision of 134 
specially trained and experienced headquarters, regional and local supervisors. 


Your interviewing will be done by hourly wage-earning employees working 
under an incentive compensation plan based on excellence of their work. 
(IMPORTANT: Legal requirements restrict supervision unless interviewers 


ee 


are bonafide payroll employees. ) 


You can be assured that every questionnaire is valid and complete. Airtight 


validation and editing is done by both local and headquarters supervisors. 


Also, your risks are minimized because liability insurance carried covers injury 
and damage claims caused by products on test or accidents by interviewers 


while working on your project. 


CROSSLEY 


a 


ine 


642 FIFTH AVENUE, NEW YorK 19, N.Y. 7 
Plaza 7-5560 


LEADING FOOD 
CHAINS 


CAN’T BE 
WRONG! 


Affiliated with 
STEWART, DOUGALL 
& ASSOCIATES 


—_— — — IH 


In the 8-county Buffalo market, 3 large 
chains do the bulk of $444,084,00 an- 
nual grocery business. 52% of their 
advertising appears in the Courier- 
Express! And it’s run Thursday morn- 
ings...the frst announcement of their 
specials and prices for the week-end. 

The proven power of the Courier- 
Express in moving goods to pantry 
shelves and refrigerators is closely 
associated with outstanding food and 
women's feature pages which appear 
every day in the year. The Courier- 
Express conditions women’s minds to 
be receptive to your products. 

Use it daily to get more advertising 
for your dollar concentrated on those 
with more money to spend among the 

vO families in Western New 
York. Use the Sunday Courier-Express 
for maximum coverage. It is the 
state’s largest newspaper outside of 
Manhattan. 
ROP COLOR available daily 
and Sunday. 


BUFFALO COURIER-EXPRESS 


REPRESENTATIVES: SCOLARO, MEEKER & SCOTT 


Paciric Coast: Doris & HAWLEY 


‘The opportunity became obvious as 
the sporting goods industry enjoyed 
a healthy growth in the decade after 
World War II. Shorter work weeks 
and paid vacations provided leisure 
time for people to participate in recre- 
ational activities. Full employment 
and higher levels of personal income 
have increased purchases of recre- 
ational sports equipment. Sporting 
Goods Dealer magazine in 1955 esti- 
mated that sports equipment expendi- 
tures would reach more than $1 bil- 
lion. In the Chicago area alone, the 
country’s second largest retail market, 
total retail sales in sports rose from 
$82.5 million in 1946 to $126 mil- 
lion in 1954, latest figure available. 


Locations Profitable 


Mages, with strategically located 
stores in the area, has readily capi- 
talized on this fast-growing market. 

Another factor in Mages’ growth 
is that more and more women are buy- 
ing sporting goods for their own use. 
Says Irving Mages, “It’s "Bye Baby 
Bunting, mamma’s gone a-hunting, 
a-fishing, a-golfing — along with so 
many of her sisters that they are 
revolutionizing the sports industry.”’ 

Mages Sporting Goods Co. re- 
cently completed a survey which 
shows that women in 1956 are buying 
one-third of all sports equipment, as 
compared to one-tenth nine years ago. 

In the nine years manufacturers 
have been making lighter guns, easier- 
to-operate outboard motors, and more 
easily handled camping and cook-out 
equipment. “I doubt if they'll ever 
make pink shotguns for ladies,” 
Mages says, “but there is, and has 
been for some time, a definite femi- 
nine influence on our business. It is 
interesting to see how intelligently 
women buy when shopping in the gun 
department. Even if they have never 
hunted, they ask the right questions 
about guns and ammunition, and fol- 
low the advice given them by the 
salesmen and their husbands.”’ 

This is also true in other depart- 
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How Did Mages 
Get That Way? 


The Mages 
Co., Chicago, sprang from a 
shoestring after World War Il 
and today is the second largest 
chain of its kind in the world. 
There are four Mages brothers: 
Irving H., president, 48; Ben A., 
Samuel H., 
secretary and merchandise di- 


vice-president, 50; 


Sporting Goods , 

( 

( 

{ 

{ 

( 

rector, 42; Morris H., treasurer, ( 
40. { 
t 

The brothers learned retailing 
from their father, Henry, a job- 
ber who moved odd lots of mer- 
chandise. One day he came into 
possession of a closeout lot of 
sports goods merchandise; it 
moved so quickly he _ started 
looking for more. Soon Henry 
and the boys became masters at 


finding and moving 


closeout 
sports merchandise. By 1947 the 
brothers had their own sporting 
goods store. By 1952 volume had 


) 
, 
? 
) 
) 
) 
) 
) 
) 
) 
) 
} 
) 
} 
) 
) 
) 
) 
) 
) 
) 
} quadrupled to 
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{ 
, 
a $3.5 million (4 
gross. Today there are eight 
stores in operation in Illinois, ( 
and one in Hammond, Ind., with ( 
three more to be opened this 
year—in Elgin, Waukegan and ( 
Joliet. ( 
( 

} 
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Here is the story of how smart 
merchandisers cater to an ob- 
vious market and, like Sol Polk 
in the appliance and furniture 
field, keep the manufacturers 
extremely happy. 
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ments. When they come to buy bowl- 
ing equipment or golf club sets, they 
often know more about it than male 
buyers. 

The survey was made with a view 
to improving shopping facilities for 
women in the new Hammond store. 

Mages found these comparative 
figures for the years 1947 and 1956: 
10% of golf equipment bought by 
women in 1947, 25% in 1956; 5% 
bowling equipment to 35%; 10% of 
fishing tackle to 39%; hunting, 2% 
to 15¢ 0. 

One-half of all tennis balls and 
rackets sold by the firm are pur- 
chased by women, and 65% of all 
ice skates. 

As a result, Mages is putting less 
emphasis on the old locker room sales 
approach familiar to sports customers 
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Moving? GS® Call... 


Your ALLIED agent 


no.1 specialist ~ a 
in long-distance moving! 


Your Business? Allied 

Agents are experts in mov- 

° ing everything from office 

furniture, files and equipment to com- 

pany personnel... 
time lost! 


worry-free ...no 


Valuables? Allied’s special 

packing and handling 

: makes sure that objects of 

art, fragile delicate equipment gets 
safe, pampered delivery! 


Displays, Exhibits, from 

one city to another? Your 

Allied Agent picks up 
booths, merchandise, equipment with 
minimum dismantling for quick, easy 
set-up. 


Get this helpful Booklet, 

““Before You Move’”’ from 

==} your Allied Agent. See 
classified phone directory or write to 
Allied Van Lines, Inc., Broadview, Ill. 
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CIVIC EVENT: When the Hammond store was opened, Mayor Edward G. 
Dowling cut the traditional ribbon. The Mages brothers, left to right: Irving H. 
(president), Samuel H., Ben A., and Morris H. 


in favor of colorful merchandising 
familiar to women. 

Display windows in the new Ham- 
mond store and in three others to be 
opened in Illinois will be of the ex- 
pansive, streamlined type. Feminine 
mannequins are being used for the 
first time. Supermarket self-service 
technique makes buying easier in all 
stores. 

“Naturally, we had noticed the in- 
crease of women customers since the 
war,” Irving Mages observes. “At 
first we thought they were simply 
buying for their husbands. Then we 
discovered they were buying for them- 
selves. We hadn’t dreamed the per- 
centages would be so high. 

“My own idea is that World War 
Il and the Korean situation had 
something to do with it. Enforced 
separations have become so tragically 
routine since 1941 that women are 
no longer willing to have their men 
go on hunting and fishing trips with- 
out them. Some men may resent it, 
but salesmen tell me that they enjoy 
selling to many happy-looking couples. 
Maybe the feminine touch is improv- 
ing the duck blind and the bowling 
alley and the tennis court.” 

One rather amazing discovery of 
the Mages survey was that many 
women go fishing alone, and look 
for easily operated, foolproof out- 
board motors. 

Have general sales of golf equip- 
ment increased since President Eisen 
hower came into office? Have they 
decreased since his coronary difficul- 
ties? Samuel H. Mages, merchandise 
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director for the stores, can answer 
that question. 

“Golf equipment sales were on a 
steady decline before Ike revealed his 
interest in the game. The game had 
risen from a rich man’s sport to just 
another popular sport. Through the 
years it was helped by the creation 
of more courses—private courses be- 
coming public courses, and more mu 
nicipalities supporting home courses. 

“Naturally, Ike was a stimulant 
and because of his stature he cer- 
tainly showed the need to the public 
that relaxation—in this case, golf— 
is conducive to better thinking and 
harder work. His doctor said that 
golf had nothing to do with his ail- 
ment, which helped. After his _re- 
covery, he started playing again, and 
this became an additional stimulant. 
Individuals with similar ailments fol- 
lowed suit.” 

How does Mages stimulate sales 
in established, but slow-moving game 
merchandise ? 

Samuel Mages supplies the answer: 
“We will never take a sport that is 
basically in the experimental stage and 
attempt to pioneer with it, hoping 
for a future. That type of promo- 
tional work in our business is too 
costly. However, a sport that may 
have been popular at one time, or 
is popular in another section of the 
country and requires additional re- 
vitalization and romance, we will 
work on.” 

As an example, he cites the case 
of bowling, which was not as popular 
10 years ago as it is today. It was 


not looked on as favorably socially 
as it is now. Today women have been 
brought into the picture and bowling 
has become a_ family-participation 
game. Badminton was a “suburban” 
sport because it needed ground space 
for the net, etc. However, with the 
recent spurt in home building people 
can now set up a badminton court 
at nominal cost. The family can take 
part and it is not difficult to stimulate 
interest. The same is true of croquet. 

The present trend in sports is one 
of participation, and the person in 
terested has to use equipment that he. 
himself, selects. This adds up to sales. 
‘To handle this aspect, Samuel Mages 
says, ‘““We constantly encourage, by 
institutional advertising, participation 
in sports. We state repeatedly -in all 
our advertising and in our civic work 
that participation in sports leads to a 
richer, fuller and healthier life. We 
attempt to obtain in any sport, new 
or old, personnel considered experts 
in their fields, so the type of equip- 
ment is adequate and dependable. We 
attempt to help individuals who are 
interested in a new sport in the use 
of equipment and rules.” 

The Mages advertising budget for 
1956 totals almost a half-million dol- 
lars, allocated among various media 
—newspapers (heavy), radio and 
TV. The company has pioneered in 
attempting to get cooperative adver 
tising from sporting goods manufac 
turers. Sam Mages says, “The task 
has been a difficult one, but it has 
been succeeding the past two or three 
years. Manufacturers have seen the 
light which is reflected from othe 
industries, and co-op advertising is 
now becoming a set pattern.” 


The nine-store Mages operation is 
completely centralized, and manage- 
ment is vested in the four Mages 
brothers, all of whom are members 


of the Quarter Century Club of 
Sports Age, having had at least 25 
years’ experience in the sporting goods 
field. Merchandising, advertising and 
buying are all centralized in the main 
store at 227 West Madison St., Chi- 
cago. The credit setup is also cen- 
tralized. Direct lines to each store 
provide a uniformity and control con- 
ducive to efficiency at moderate cost. 

“Having been associated with the 
sports field since high school days, 
both in active participation as well 
as earning our living from sales of 
equipment, we have been able to fore- 
see the potential in our field more 
than any of our competitors who 
started a lot later,” declares Sam 
Mages. “We sincerely feel that we 
are doing a public service by encour- 
aging sports and at the same time 
furthering our own ambition and suc- 
cess in life.” The End 
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Whether it’s fishing, or outdoor advertising, it pays to know the 
best spots. That’s why your smartest outdoor buy is GOA! 
General Outdoor Advertising has the traffic experience to obtain 
choice locations, keep them abreast of changing traffic patterns. 
You get a uniform showing—one that reaches the maximum num- 
ber of potential customers as often as possible. 

Let us help you turn “‘see-power’’ into sales power. Call your 


local GOA office, or write us in«Chicago. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago, Illinois 
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WHY THIS ADVERTISER TREND TO 


Better access to bigger sales opportunities! 


Consider the three basic reasons why building product manufacturers and their agencies 
have boosted Architectural Record from 13th to 4th place among all U. S. monthly 
magazines in advertising page volume in the past five years. 


1. A succession of record-breaking years for architect-engineer-planned building. 


$14 billion in 1952; $19 billion in 1955; estimated $20 billion in 1956. 


2. Widespread recognition that the primary importance of architects and 
engineers in the sale of building products demands primary attention to the special 
needs and interests of architects and engineers in advertising and selling. 


Today, architects and engineers, full-time building experts, plan—and specify 
the products that go into—80% of all U. S. building. 


3. Growing agreement that the best-place to advertise specifically to architects 
and engineers is in the one magazine edited specifically for architects and engineers 
and steadily preferred by them. 


Architects and engineers have now voted Architectural Record their preferred 
magazine in 85 out of 93 readership studies sponsored by building 
product manufacturers and advertising agencies. 


Strong and steady advertiser trends—like this trend to Architectural Record—must be 
earned with orders for building products. 
May we discuss with you the ways in which Architectural Record can help your 


advertising earn more orders in the biggest architect-engineer-planned building market 
in history? 


F.W. DODGE 


fi Architectural 


‘éworkbook of the 


My e C 0 rd active architect 


CORPORATION and engineer’? 


F. W. Dodge Corporation, 119 West 40th St, New York 18, N. Y. 


1952 


Source 
Industrial Marketing 


The Fifteen Top 


Monthly Magazines in the U: S 
) ARCI ITECTURAL In Advertising Page Volume 
5 —6 Months 1956— 
RECORD‘ 


. Electronics 


. Product Engineering 


. Chemical Engineering 


. Architectural Record 


. Purchasing 


. Modern Machine Shop 


. Electrical Manufacturing 


. Machinery 


. Building Supply News 
. Factory Management & 
Maintenance 


. Aviation Age. 

. Practical Builder 

. Petroleum Engineer 

. Machine. & Tool Blue Book 


15. House & Home 


There’s A Fortune 
In Your Future 


hy 

John Pepper 
and 

Bert Ferguson 


You don’t need a crystal ball to fore- 
tell there’s a fortune in your future! A 
look at WDIA’s gross dollar volume in- 
crease will convince you that here’s the 
nearest thing to guaranteed sales results 
in any advertising medium, anywhere. 
WDIA—the 50,000 watt station—which 
controls a quarter of a billion dollar 
Negro market! 


Proof Of Performance 
Entrance of industry into the South 
has acted as a catalyst to sales in the 
Negro market. WDIA has increased its 
own gross dollar volume by 600%! And 
has operated a profitable sales program 

for national advertisers, such as: 
Chesterfield Cigarettes . . Crisco 
. » Bromo Quinine . . Kraft Mayon- 
naise . . Ex-Lax Wrigley .. 
Memphis Negroes are brand con- 
scious. They buy good and they buy 
big! 


Pulling Power 
high 


WDIA 
of these purchases. Here’s how. With its 


influences a percentage 
50,000 watt coverage, WDIA contacts 
1,237,686 Negroes. The members of this 
vast audience consider WDIA their own 
station. They rarely turn the dial. Al- 
most one-tenth of the Negro population 
of America listens to WDIA . and 
buys the product advertised on it! 


YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 


plan and perform your job. 


Specialized Programs 


A program advertising your brand of 
goods on WDIA would be customized 
to combine the old traditional with the 
new trend. It would be Negro music, 
customs, language —- all blended and 
sparked by a popular personality, who 
could give dynamic impact to your com- 
mercial copy and create a demand for 
your product. Drop a note, on your 
letterhead, asking how WDIA can in- 
crease your sales and profits. Request, 
also, your bound copy of, “The Story 
of WDIA!”" 


WDIA is represented nationally by 
John E. Pearson Company 


JOHN PEPPER, President 


h.xtZ 


BERT FERGUSON, General Manager 


| OD 


HAROLD WALKER, Commercial Manager 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


REPRINTS 


Why | Call On You 
Reprint No. 330 Price 10c 
What Traits and Work Habits Char- 
acterize Successful Salesmen? by Eu- 
gene J. Benge. 
Reprint No. 329 Price 25c 
The Big New York Buying Group: 
How They Work, Stores For Which 
They Buy, by Alice B. Ecke. 

Reprint No. 328 Price 50c 


Photographic Study of ... An Indus- 
trial Salesman at Work. 
Reprint No. 327 Price 15c 
What It Takes to be a Manager, by 
John M. Fox. 

Reprint No. 326 


Price 50« 


=> 2 2s & & 


NEW LERMER PLASTIC COUPL-VIALS COM- 


ae8a,a49 


Salesman’s Stake in Cost Reduction, 
by Paul V. Farrell. 
Reprint No. 325 Price 5« 


How to Improve Your Business Writ- 


ing and Speaking, by H. S. Daniels 
Reprint No. 324 Price 35: 


Learn How to Manage Your Time, by 
Earle M. Richardson 
Reprint No. 323 Price 5« 


Packages Command Stellar Role as 


Color TV Expands, by Alice B. Ecke 
Reprint No. 322 Price 50 
Emotionally Mature Attitudes: The 


Soul 
Coats. 2 
Reprint No. 321 


of Successful Selling, by Jeff 


Price 10¢ 


How to Estimate and Pay for Auto 
Costs, by R. E. Runzheimer. 
Reprint No. 320 Price 25c 


How Do You Measure Up? (A series of 
quizzes for self-analysis prepared by 
Research Institute of America, Inc.) 
Reprint No. 319 Price 10c 


Leadership: The Priceless Ingredient 


in Corporate Vitality, by H. W. Pren- 
tis, Jr. 

Reprint No. 318 Price 50c 
Be Factual... Be Purposeful... Be 
Organized If You Want to Sell 


the P. A., by Garlan Morse 
Reprint No. 317 Price 10c 
New Sales Chief’s First Job: Learn 
to Manage Yourself, by Earle M. Rich- 
ardson. 

Reprint No. 316 


Price 5c 


eh 


BINE SIZE FLEXIBILITY WITH PACKAGING 
BEAUTY AND UTILITY In Color Combinations 
. +. can be used to package one or two 

different or related products in one long container! 
LERMER'S new PLASTIC COUPL-VIALS are supplied in threaded cap 


and body sections joined by an aluminum coupling. 


Difficult-to- 


package products are packaged with ease, with beauty and utility. 


Sizes can be varied to your needs . 
plus many more sizes on special order. 


available from stock .. . 


.. 1% x 4” to 1” x 8” vials are 


By inserting a separator in the aluminum coupling, -one or two 
different or related products can be packaged in the same vial. 


Write for complete details. 


PIONEERS AND SPECIALISTS 


LERMER PLASTICS, INC. cont: 


REPRESENTATIVES IN THESE CITIES: Rochester, Memphis, Miami, 
Cincinnati, Columbus, Cleveland, Chicago, Detroit, Minneapolis, 
San Francisco, Los Angeles, Toronto. 


IN PLASTIC CONTAINERS 


SALES MANAGEMENT 
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The storm broke on Harry when shipping was slow 
His boss used to thunder and bluster and blow. 


Now shipping is swift—Harry’s carefree and gay 
Dependable RAILWAY EXPRESS saves the day! 
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Whether you're sending or receiving, \LWw 
whether your shipment is big or small, whether X A L 
you re shipping here or abroad—always EXPRESS F 
specify Railway Express. You'll find it makes . es E N cx A 


the big difference in speed, economy, and 


safe, sure delivery. And now you can 
make fast, economical shipments via 
Railway Express Agency’s new international 
air and surface connections. It's the complete 


shipping service, free enterprise at its best. 


»-- safe, swift, sure 


Railway Express World Wide Service now includes affiliations with: SEABOARD & WESTERN (and connecting carriers) 
TACA...TAN AIRLINES + also SCHENKER & CO. and the AMERICAN EXPRESS COMPANY foreign connections. 
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Product Exhibits at Annual Meeting 
Show Stockholders “What We Make” 


ast RADO AIDS ARE 


USS SARATOGA model made it possible for | T & T spokesman to explain 
TANCAN (Tactical Air Navigation System) equipment made by the firm. This 
and other exhibits will be used by | T & T at trade shows and other demon- 
stration places. Exhibits were designed to be informative and educational 


SHAREHOLDERS SIGN UP to see the movie of TANCAN which is installed 
on USS Saratoga to provide carrier pilots with instant, automatic, accurate 
information on distance and bearing from their ship. Ten years of research 
went into the development of TANCAN. It is regarded as the biggest improve- 
ment in air navigation since the introduction of radio for direction finding. 


“One of the most healthy develop- 
ments of American business in recent 
years has been the increasing inter- 
est shown by stockholders in the af- 
fairs of corporations in which they 
are investors,’ says Major General 
Edmond H. Leavey, new president 
of International Telephone and Tele- 
graph Corp., in commenting on the 
annual meeting held this year, on 
the grounds of its subsidiary, Federal 
Telecommunication Laboratories, at 
Nutley, N. J. “Annual 
which were once little publicized and 
less attended, are now forums for 
the interchange of between 
stockholders and management and for 
dissemination of information as to the 
corporation’s affairs. Every effort is 


meetings, 


views 


made to answer specific inquiries from 
stockholders promptly and fully.” 


World-Wide Promotion 

I T & T is the largest American- 
owned 
gaged in the field of electronics and 
It employs more 
than 111,000 persons and _ includes 
34 manufacturing and _ laboratory 
companies in 19 countries. Stock- 
holders of I T & T number 57,688. 

Much favorable comment by stock- 
holders, guests, and the press on the 
annual meeting held at Nutley, in 
1953, influenced management to ar- 
range for even more elaborate ex- 
hibits this year. To acquaint stock- 
holders with new developments in 
I T & T’s products and services, 
5,200 square feet of space in the Club 
House was used for exhibits from 20 
subsidiaries. These 
ranged from simple magnetic games 
to complete installations of several 
types of fully automatic selective 
pneumatic tube systems, sold by 
the International Standard Trading 
Corp., an associate of I T & T, and 
models of TANCAN (Tactical Air 
Navigation System) which provides 
pilots of planes with instant auto- 
matic, accurate information on dis- 
tance and bearing from base of opera- 
tions. 

Several days in advance of the 


international enterprise en- 


telecommunication. 


divisions and 


meeting, four green-and-white striped 
erected near the Club 
House and connected with it by cov- 
ered 


tents were 


passageways, aS a _ precaution 
telephones 
were installed on the porch of the 
Club House for the convenience of 
stockholders. Typical of the careful 
planning of this annual meeting was 
the ample time allowed for stock- 
holders to look at exhibits and ask 
questions of the many men 
women identified by I T & T 
bands. 


against showers, Fou 


and 
arm 
1.200 stockholders 
500 


Approximately 
attended the meeting, men and 
700 women. Most came from nearby 
areas, New Jersey, New York, Con- 
necticut and Pennsylvania, though 
Washington D. C., Illinois, Florida, 
and California had_ representatives 
there. Eight hundred and fifteen 
stockholders used the special bus serv- 
ice provided from New York City 
and Newark. For who came 
in cars, all highways leading to Nut 
ley were marked with special signs: 


To I T & T Stockholders Meeting. 


those 


On Schedule 

Starting at 12 o'clock, a_ buffet 
luncheon was served to stockholders, 
By 1:25 p.m. 
every one had been served, leaving 
a comfortable margin of time before 
the annual meeting which started at 
2 p.m. 5 

In the huge green-and-white striped 
meeting tent, Colonel Sosthenes Behn, 
chairman and co-founder of I T & T 
welcomed stockholders and took them 
on his traditional “personally con- 
ducted trip around the world.” In 
a country-by-country analysis of 
I T & T operations he announced 
that earnings for the year’s first 
quarter topped last year’s and that 
with Vienna and Portugal out of the 


guests and the press. 


red, there was no longer any losing 
company. 
“The corporation is proud of this 


honor,’ says General Leavey, “and 
will continue to strive for improve- 
ment in this important field.” 

The End 


AUGUST 17, J956 


STOCKHOLDERS flocked to | T & T’s microwave research tower. They learned 
about tests of a new over-the-horizon communications system. The system was 
developed in conjunction with American Telephone & Telegraph Co., operating 


in the United States. 


BOTH STOCKHOLDERS OF | T & T and families of workers in the Federal 
Telecommunications Laboratories saw transistors on test benches. Federal Tele- 
phone and Radio Corp. has supplied high power transmitting equipment for 


“Voice of America” stations. 


COL. SOSTHENES BEHN (center), 


salesman-diplomat-financier, and retiring 


chairman of | T & T accepts from United Shareholders of America an award 


for excellence of management. 
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Sales Tools 
to Build Sales 


...@ Premium with a use 


Every man gets a gleam in his eye when 
he sees a precision-made tool. And today, 
more than ever, there’s a demand for good 
tools. What better way to interest a cus- 
tomer in your product than with a well- 
known aggressively advertised tool offered 
as an incentive? Or as a gift with your 
name on the case? 


Utica® packs contain four quality tools— 
beautifully made. Suitable for “Do-it-your- 
self” jobs. Other tool kits and combinations 
of tools are available. 


Our Premium Dept. has the experience 
and facilities to handle all phases of your 
premium promotion. 


GP-3 PIGSKIN DELUXE 
WALLET — Creamy brown 
pigskin with a suede inte- 
rior—fits easily into pocket. 
Set contains top-quality 
Midget Tools — side cutting 
pliers — slip joint pliers - 
short chain nose pliers — 
screw driver. All tools have 
red plastisol handles. Packed 
in gold colored gift box. 


GP-6 RED LEATHER 
DELUXE WALLET— 
Same as GP-3 except 
wallet is made of red 
leather with grey suede 
interior. 


GK-2 (Shown above)— Grey vinylite, transparent 
plastic packet, contains same tool selection as the 
GP-3 and GP-6. 


Address all inquiries to 


PREMIUM DEPARTMENT 


UTICA DROP FORGE 
& TOOL CORPORATION 
Utica 4, N. Y. 


It Pays to Buy Quality Tools 
and the world's best tools are made in U.S.A. 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Bigelow-Sanford Carpet Co. . . . 

George R. McGrath to sales man- 
ager, Hartford Rayon Co., a divi- 
sion. 


Blaw-Knox Co... . 
H. R. Loxterman to general sales 
manager, Equipment Division. 


Chrysler Corp... . 

John P. Mansfield to v-p, sales, 
Plymouth Division; Kenneth E. 
Thompson to v-p, sales, Export Di- 
vision. 


Dravo Corp. ... 
Ray T. Ferguson to sales manager 
Process Equipment Department. 


Emerson Radio & Phonograph 


Corp. ... 
Hal Dietz to v-p, sales. 


Esterbrook Pen Co... . 
Kenneth N. MacDonald to sales 
promotion manager. 


4° , q 
Sr. e)\ 


Cc) 


Eversharp, Inc. . . 


Edward G. Dowling to v-p, sales. 


The Haloid Co... . 
William N. Hesketh to advertis- 


ing and sales promotion manager. 


Hupp Corp... . 

Carl W. Millsom, a, to v-p, al! 
conditioning, heating and appliance 
sales of Perfection Industries, a d 


vision. 


National Can Corp... . 
Willard L. Hemsworth to 


manager, Housewares Division. 


Ss iles 


O. M. Scott & Sons Co... . 
Jack Welsch to director of sales 


U.S. Rubber Co... . 
John W. McGovern to € 


v-p. 


Victor Chemical Works .. . 
Donald Bs. Tohnson to sales man 


ager. 


Warner-Lambert Pharmaceutical 
iiss. wis 

Richard J. Golden to general sales 
manager, Emerson Drug Co., a divi 
sion. 


AS 


PHILOSOPHY HALL 


J 


ate 
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“Introduce me; I’m a talent scout from our Sales Department!” 


SALES MANAGEMENT 


Look who’s making hay 


oe | 


---in Philadelphia 


CHASE & SANBORN, BUICK, FLORIDA CITRUS COMMIS- 
SION, MARLBORO CIGARETTES, JOY DETERGENT, SEA- 
GRAM’S WHISKEY. Just six of the many blue chip 
advertisers who are helping the new NEws to such 
handsome linage gains* . . . and helping themselves 
to solid selling. 


To make hay in Philadelphia, newspapers are a must. 
But before you write another order, look at all three. 
You'll “see the bright difference” at a glance. You'll 
see why your ads do such a job in the sparkling new 
NEws. In our sprightly tabloid pages your ads are 
seen .. . and when they’re seen, they sell. Maximum 


Represented by: REYNOLDS-FITZGERALD 
New York + Chicago « Detroit - Syracuse - 
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Atlanta 
Los Angeles - San Francisco + Seattle - Philadelphia 


visibility . . . in more than 175,000 responsive house- 
holds. Not the hugest circulation: but smart mer- 
chandisers know that one reader who sees an ad is 
better than 101 who don’t. 


If your ads have been getting buried in the linotype 
jungle of oversized papers, come out in the open. In 
the NEws, ads stay alive .. . we couldn’t bury them 
if we tried. 


Maybe that’s why so many astute advertisers, local 
and national, are swinging schedules to the NEws. 
They’re making hay in Philadelphia. Why not join 
them ... and “see the bright difference.” 


PHILADELPHIA DAILY 


NEWS: 


See the bright difference! 


BY THE END OF 1956, Barton’s expects 18 department department stores Barton’s had signed up 13 stores, in- 
stores will own and operate Barton candy departments. cluding Carson, Pirie, Scott in Chicago. Above, McCurdy’s 
Just one and one-half years after licensing its name to in Rochester, N. Y. 


Rags to Riches with Barton's: 


A Story of Quality and Sales Ideas 


Stephen Klein, in 1939 an immigrant with but one asset— =" status, with sales of S10 million 
a year, is especially notable in view 

7 u . u . . * = 
a knack for making 'tongue-dripper'’ candies—today is of the fact that when its founder, 
: 4 31-year-old Stephen Klein, arrived in 
a co-owner of a business doing a $10,000,000 sales volume. the U. S. in 1939 he had no tangible 


assets. But he had something much 


He peddled his first sweets door-to-door in Manhattan. — more valuable—the ability to make 


good candy and an innate feeling for 
BY ETNA M. KELLEY ay oo , 
Looking about him, he reasoned: 
Americans think the candy business 
Barton’s Bonbonniere, manufac and store design principles. here is too competitive, but they’re 
turer of candy selling through its ‘he fast tempo of expansion in the wrong. Unlike Vienna, where there 
own retail outlets and department department-store field is indicated by is a specialty candy shop im every 
stores is celebrating its Sweet Six- the fact that Barton entered it just block, people here may have to go a 
teenth birthday. a year and a half ago. The 13 stores considerable distance to buy quality 
The milestone is being observed by that have Barton shops today include candy. ‘They’d buy much more if it 
continued expansion, currently con Filene’s of Boston (the first) ; Car were easily available. He also rea 
centrated in the department-store son, Pirie, Scott, Chicago; Horne’s, soned that they might like the bitter 
field. ‘Total score by year’s end: 65 Pittsburgh; Lazarus, Cojumbus; sweet chocolate popular in Europe, as 
individual stores in Barton’s own Hochschild, Kohn & Co., Baltimore ; well as the bland, sweet type offered 
chain (58 in New York City, the McCurdy’s, Rochester; Shillito’s, in this country. 

others in Newark, Philadelphia and Cincinnati. The fourteenth will be With these ideas in mind, he 
Detroit), and 18 Barton candy shops added in August: ‘Taylor’s, Cleve “tested the market,” making fresh 
owned and operated by major de land, followed. soon afterward by batches of candy each day and selling 
partment stores, all stocking Barton’s Crowley, Milner & Co., Detroit, and them door-to-door in Manhattan. His 

contections and using the candy three others. customers were enthusiastic. 
maker’s promotional, merchandising The growth of Barton to its pres- Ready to put his theories into prac 
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BUILDING WITH THE NEW CHICAGO 


The Chicago Sun-Times Has Grown to 


NO. 2 SPOT in Total Retail Advertising 


With 6,572,832 lines of total retail advertising for the first 
six months this year, The Sun-Times is one of the two news- 
papers most used by Chicago retailers, and one of the two 
with biggest gains in retail advertising. Here's how the pic- 
ture has changed since last year: 


(Changes in Total Retail Advertising 
Ist 6 Months 1956 vs. Ist 6 Months 1955 
Source, Media Records.) 


SUN-TIMES TRIBUNE DAILY NEWS AMERICAN 
UP DOWN DOWN 
469,008 lines 79,652 lines 149,237 lines 
(UP 7.7%) (UP 3.5%) (DOWN 1.2%) (DOWN 3.3%) 


Retailers have discovered that The Sun-Times produces RESULTS consistently, at 
a low ratio of space cost to sales—and they keep coming back for MORE. 
They also are discovering that to reach a majority of the growing market... 


In Chicago, It Takes 2—and 
one of the 2 it takes is the 


sx. SUN-TIMES 


THE NEWSPAPER OF THE NEW CHICAGO 


xa KR KR * 


PRESENTING 
YOUR SALES CASE 


Here is the foamed sales 
training team of Borden and 
Busse in a filmed presentation 
of five simple conviction-win- 
ning techniques any salesman 
con use. Show this film to your 
salesmen and dealers. li will 
help them win more buying 
verdicts from prospects. 


PRESENTING YOUR SALES 
CASE CONVINCINGLY, is. a. 
lémm. sound motion picture 
with a half-hour of running 
time. It is available on a 
rental basis. 

For details write to— 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


DARTNELL 


4660 Ravenswood Chicago 40, Ill. 


FOR SALES MANAGERS 
What is the one and only publication 
edited for Consulting Engineers? 
Sell the man who Writes the Specifications ! 


CONSULTING ENGINEER 
227 Wayne St., St. Joseph, Michigan 


An issue of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806-S, Peoria, Illinois 
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tice by opening a store, he sought the 
advice of Herbert Tenzer, a young 
lawyer. Tenzer also had “candy in 
his blood,” his father having been a 
candy jobber. He joined Klein and 
helped him set up an unusual corpo- 
rate structure which has proved sat- 
isfactory to all concerned. 

In addition to his belief that candy 
should be “brought to the people” 
(stores located in high-traffic areas) 
and quality kept high, Klein had a 
number of other definite views about 
merchandising which have been put 
into practice with all units of the 
business. 

Here are some of them: 


Put glamor into the candy business; 
make it fun to buy candy. This is 
partly done through store design. 
Victor Gruen planned the first store, 
sketching it on the tablecloth while 
at luncheon. The design has been 
adapted for succeeding stores, with a 
few added touches from architect 
Morris Lapidus. Store colors are deep 
pastels, festive, but not overpowering. 
Barton’s candy is shown so that it 
“sells itself,’ through lavish, 
displays. Shops have glass fronts. 


mass 


Packaging is exciting. “Every pack- 
age must be a gift package,” decrees 
Klein, “even a 10-cent item for chil- 
dren.” Designs are gay, amusing, 
colorful. Many are reusable, a 10- 
cent package for children being suit- 
able for holding crayons. At the other 
end of the scale, there is an ‘“an- 
tiqued,” hand-decorated chest with 
drawers, which a woman might keep 
for jewelry, and an oven-proof cas- 
serole containing chocolates. Through 
packaging, candy is made a “fash- 
ion” item, with new designs for each 
season. Says candy-maker Klein, “A 
woman wouldn’t wear the same 
Easter bonnet for two seasons. Why 
should she have to buy the same box 
of candy?” 

Barton’s package designs are rigid] 
screened. The firm’s own art depart- 
ment creates them, then submits them 
to a panel of six staff members: two 
senior executives, the advertising 
manager, publicity manager, merchan 
dising manager, and head supervisor 
of stores. To pass, a design must be 
unanimously accepted by all six. As 
a further safeguard, to prevent being 
“stuck” with a design of limited 
“arty” appeal, each is shown also to 
two persons deliberately picked be- 
cause their tastes are not chic or fash- 
ionable. If they answer “yes” to the 
question, “Would you buy this pack- 
age ?’’ management knows the design 
is one that will not only uphold the 
firm’s reputation for smart packaging 


but will win general consumer accep- 
tance. 

Important as the package is, 
Barton’s never loses sight of the fact 
that candy can “‘sell itself.” Accord- 
ingly, it is shown on trays and in mass 
displays ; and packages are shown both 
covered, and uncevered to reveal the 
contents. 


Advertising is institutional—tively 
and gay. Full newspaper pages are 
used, with minimum copy and strik- 
ing, amusing illustrations, the kind 
people chuckle over and clip. Adver- 
tisements “tell a story.”” Example: A 
small boy with chocolate-smeared face 
gazes ruefully at an almost empty 
box with “Mother” on the cover, and 
dozens of empty brown candy cups 
strewn about, testifying to his in- 
ability to withstand temptation. Copy, 
spread across the foot of the page: 
“GOSH! I'll have to get Mom an- 
other box.’’ A_ pre-Christmas page 
shows a huge knee, and Santa Claus- 
type boots, a small girl perched on the 
knee and looking off the page, pre 
sumably at Santa’s face. Copy, a1 
ranged vertically, catalogs a request 
for “. . . a doll house . 
snow suit . and a sled ... and a 
doll,” ete., ending with the line in 
bold-faced letters, “please bring 
mommy and daddy BARTON’s 
bonbonniére Continental Chocolates.” 

The resemblance between these ad- 
vertisements and those of Ohrbach’s 
(department store) is not accidental. 
Stephen Klein saw the much-admired 
history-making Ohrbach 
learned that William Bernbach was 
responsible, and engaged the Doyle, 
Dane, Bernbach advertising agency 
to handle Barton’s advertising too. 


. and a red 


series, 


Appeal to children through circus- 
like atmosphere, packaging, specially 
Barton keeps 
bringing out a steady flow of seasonal 


designed products. 
items for the young, such as a Christ 
holding 
a Chocolate Santa, fruit pops, candy 
cane, gold-filled chocolate “dollars.” 
Jewish holidays are dramatized, too, 
through cardy-filled toys and molded 
chocolate pieces in the shapes of holi 


mas “Santa Surprise Hat,” 


day symbols. Example: a multi-col- 
ored plastic dredel (spinning top) 
filled with gold-foiled chocolate gelt 
(money) for the Chanukah holiday 
season. 

Almost a staple now are “Lolli- 
(chocolate pops-on-a-stick ), 
12 to the box, for 59c. This product 
was featured in a 74-page newspaper 
advertisement illustrated by cartoon 
drawings of hundreds. of children’s 
faces, each with a Lollicone in his 
mouth. One of the two lines of copy 


cones 
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read: “120,000 Suckers Can’t be 
Wrong,” referring to weekly sales of 
the product. 

Barton’s has won praise from both 
parents and educators for its series 
of educational books which are in- 
serted into holiday candy packages. 
Some tell the story of the current 
holiday; others deal with American 
history. Annual print run is about 
1,250,000. Two-thirds are enclosed 
in packages, the others going out to 
group leaders, scout masters, PTA 
groups and the like. Another patriotic 
item is the “Salute to America” pack- 
age of gold-foil wrapped “coin” 
chocolates embossed with the heads 
of U. S. presidents; in this package 
there is a parchment reproduction of 
the Declaration of Independence and 
a leaflet about presidents. 


Barton's makes news, regularly giv- 
ing people plenty to talk about and 
the press to write about. It may be 
a new store, since one opens on an 
average of every few months. Every 
opening is a gala event marked by an 
all-day party, with an average of a 
ton of candy given away as samples. 
It may be a new line of ice cream 
or baked delicacies, both added within 
the last few years. Then there are 
the new items featured not only for 
standard holidays, such as Christmas, 
Easter, Chanukah, Passover, Moth- 
er’s Day, Father’s Day, but also for 
the baseball season (baseball pops) 
and Fourth of July (firecracker- 
shaped packages). 


Create new markets. Example: 
Chocolate greeting cards with mes- 
sages cut into them were brought out 
two years ago at 39c apiece and have 
sold into the hundreds of thousands. 
A cardboard mailer for the address 
and 4c postage comes with the “card.” 
Barton’s has them not just for Christ- 
mas, but for Valentine’s Day, Easter, 
Mother’s Day, Father’s Day. To ad- 
vocate safety, the company got per- 
mission from the U. S. Government 
to make a “Smokey the Bear” pack- 
age, with Smokey shown not only on 
the cover but die-cut into the indi- 
vidual pieces of candy. . There 
are Barton’s “Sweet-of-the-Month”’ 
Clubs (assortments for $12.25 to 
$38.75 per year, $7.50 for Kid Bits 
Club members. ) 

For business users there are 
“nersonalized”’ promotion packages. 
Sportempos, a New York skirt manu- 
facturer, has a gift box filled with 
two-inch long chocolate bars, each 
bearing an embossed figure of a skirt. 
The package design shows a sweater- 
and-skirt clad girl and features the 
firm’s trade name. Lofties, Brooklyn 
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manufacturer of knitted dresses, has 
its own package of small chocolate 
bars bearing die-cut impressions of 
one of the firm’s dresses. A third ex- 
ample: In commemoration of the 55th 
anniversary of McCurdy’s, of Roch- 
ester, there is a package of candy 
“coins” bearing the store name and 
“55th year,” both on the candy and 
the gold foil case—with realism 
carried to the familiar wreath border 
of coin of the realm. 

From the beginning, Stephen Klein 
knew that he wanted to establish not 
just one, but a chain of candy stores 
“to bring candy to the people,” as 
he visualized it. With the backing 
of Herbert Tenzer, who became his 
partner, he formed Barton, Inc., 
opened the first store at Broadway 
and 80th St., in Manhattan, the sec- 
ond in Flatbush, Brooklyn, and three 
others within the year. Expansion has 
continued ever since then, except for 
the World War II period of sugar 
scarcity. The method of choosing a 
site is the same as it was in the be- 
ginning: The location under consid- 
eration is surveyed, both for incidence 
of traffic and for buying power of 
the district. There must be a po- 
tential volume of at least $100,000 a 
year to justify a new unit. Decorating 
and construction costs are written off 
over the period of the lease, usually 
about five years. 


Owners Draw Salaries 


Owners of the parent business are 
President Klein and his three broth- 
ers; Herbert Tenzer, and two law 
partners. They all draw salaries, not 
dividends. All the stores in the chain 
are incorporated separately from the 
parent firm, each singly or with an- 
other store. Each store has its own 
lease. 

The shops in the department stores 
are not a part of the corporate fam- 
ily, but are owned and operated by 
the stores. They use Barton’s methods 
of display and merchandising. 

All production takes place at the 
factory and main office, at 80 De 
Kalb Avenue, Brooklyn, and at 
Barton’s plant in Lugano, Switzer- 
land. (The Lugano plant makes 
Swiss chocolate, foil novelties, Christ- 
mas tree ornaments.) The block- 
square building in Brooklyn has 200,- 
000 square feet of production facili- 
ties with room for further expansion. 
It is air-conditioned. Barton’s candy 
is made without preservatives, and 
temperature control is therefore es- 
sential. The candy is transported 
in air-conditioned trucks and sold 
only in air-conditioned stores. Prices, 
while not excessive, are likely to run 


A QUICK GUIDE 
FOR PLACING 
THEATRE 
SCREEN-ADS 


. 40-Second, 60-Second, or 80-Sec 
ond film commercials are stand 
ard length. Films in natural 
color are preferred. 


2. One theatre up te as many as 
sixteen thousand theatres may be 
used during a week. 

b I 

. “A week’’ means a showing of 

the film commercial at each per- 

formance of the theatre for a full 

week, usually seven days, Monday 
through the following Sunday 


4. First-run ind 
have 24 to 30 perf 
ing wet wit ‘ 
« ' I c mmercials 
part of each periorn 
the full week 


. Drive-In theatres usually have 14 
performances during a week with 
a showing of the film commer 
cials as a regular part of each 
performance during the full week. 


6. The audience of a theatre fi 
week will equal about 30 of the 
theatre’s adult potential audience. 
rhe adult potential averages about 
75% of the population in the area 
served by the theatre, 


. The cumulative audience, differ- 
ent people during six weeks in 
succession will equal about 60% 
of the theatre's potential; during 
thirteen weeks in succession 75% 
of the theatre’s potential. 


8. Bookings may be placed t 
advertising agency or direct 
advertiser. 


. Proof of showing, postal cards 
signed by theatre owner and 
sent through U. S. Mail, are sup- 
plied on request. 


10. Production of films and distribu 
tion of films to theatres 
nation-wide basis an 
ranged with one 


cial producer and d 
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MOTION PICTURE 
ADVERTISING 
SERVICE CO., INC. 


1032 Carondelet St. 70 E. 45th St 


New Orleans, La. New York, N. Y. 
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TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 

City Zone Lead — 12,189 
City & RTZ Lead — 19,874 


pa 6,564,311 
LINES 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Year: 1955 


Retail Lead — 3,312,727 lines 

General Lead — 1,242,320 lines 

Classified Lead — 4,009,264 lines 
233,219 Daily 


Largest Circulation in the Pacific Northwest 296,260 Sunday 


tHe Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 months 
ending March 31, 1956; Medio Records total adver- 
tising, less AW and TW, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC- 


10c to 20c a pound higher than those 
for other medium-price candies. 

Care is taken to select sales per- 
sonnel suited to the type of store— 
whether it be a neighborhood store or 
in a business or theatrical section. 
All salespeople receive three days of 
training, during which they learn to 
make displays, to “ribbon’’ baskets, to 
“tray” candies in the Barton manner. 
They are also instructed in selling 
methods, inventory control and proper 
care of stock. 

Managers usually come up from 
the ranks. Chances for promotion are 
good—from salesgirl to assistant 
manager, then to manager, then to 
supervisor. In New York there are 
10 supervisors serving as liaison be- 
tween stores and office, each with ap- 
proximately six stores to visit at least 
twice weekly. Sales figures are care- 
fully watched and if volume slackens, 
the supervisor’s visits become longer 
and more frequent. 


Competition Stimulates 


The desire for promotion keeps 
sales personnel stimulated. ‘There is 
competition between stores for sales 
increases. ‘The main office also insti- 
gates sales campaigns for individual 
items. Occasionally prizes are offered. 
All sales personnel receive salaries. 

Department stores get the benefit 
of the smart merchandising ideas de- 
veloped in the main office. Merchan- 
dising outlines covering four-week pe- 
riods are sent to them, with display 
ideas and suggestions for featuring 
seasonal products. Outlines are de- 
tailed, telling how to show stock and 
props on the counter; how to arrange 
candy in showcases, giving wording 
for signs. There is an itemized list 
of display aids furnished and instruc- 
tions for using them. For example: 
sticking candy pops, by color code, 
into a circus clown display prop; and 
arranging packages on a _ skeleton 
“tree’’ topped by a cutout soldier. 

There is also suggested wording 
for releases to the local press, when 
a newsworthy item is introduced or 
other innovation occurs. With each 
report there is a form to be filled in 
by the store manager, to show reac- 
tion to materials, ideas and products. 

In the past 16 years Stephen Klein 
and his associates have learned a great 
deal about the candy buying habits 
of Americans—that there are regional 
preferences, for example: Cincin- 
natians like soft centers . . . New 
Yorkers, nine to one, like the bitter- 
sweet Continental-type flavor. But 
Klein’s basic premise remains un- 
changed: People will buy candy of 
good quality if intelligently promoted 
and made easily available. The End 
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FIRST in ‘Groc ceries 


G ENERAL GROCERIES ADVERTISERS in 

1955 placed more space—1,408,336 lines 

—in The Syracuse Herald-Journal and Sunday 
Herald-American than in any other six-day or 
seven-day newspaper in all New York State and 

New England, including New York City, Boston, Buffalo, 
Rochester and Providence. (Source: Media Records.) 


The Syracuse Herald-Journal ranked 13th among all news- 
papers in the United States and Canada in total general 
groceries linage. 


we wi So is SE That's because advertisers who know their groceries know that 
be Sure to the Syracuse Newspapers deliver not only 100% saturation 

* coverage of the metropolitan area, but also effective circulation 
SELL SYRACUSE in the 14 additional counties in the Syracuse market. 


.and the 15-county No other combination of media can do a comparable job at a compar- 
SYRACUSE MARKET able cost in this great market where 1.3 million people spend $1.9 


billion annually. 
FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN ye THE POST-STANDARD 


Evening Sunday Morning & Sunday 


* Americas 


BEST 


CIRCULATION: Combined Daily 228,754 Sunday Herald.Ame 
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OUTBOARD MOTORS once powered fishermen—and still 
do. But Scott-Atwater promotes all year round to the family 


When Competitors Have Best 
Normal Outlets All Sewed Up 


Scott-Atwater, a new aggressive No. 3 in the outboard 
motor industry, was forced to find other outlets, and 
happily has discovered that hardware and department 
stores too, as well as marine dealers, can make sales. 


BY DAVID J. ATCHISON 


“We're doing fine just now (in 
third place) but we are not bashful 
about saying that we’re out after the 
No. | spot in the outboard motor in- 
dustry.” So says H. B. Atwater, 
president, Scott-Atwater Manufac- 
turing Co., Inc. 

This Minneapolis maker of a com- 
plete outboard motor line looks back 
at the 1955 industry increase of 
17.9% over 1954, and his company’s 
jump of 33%. Since 1952, industry 
sales increased 58.4% while Scott- 
Atwater’s went up more than 122%. 

Further rise from the outboard 
“also-rans” is the company’s 109% 
increase in dollar sales for the first 
six months of the current fiscal year. 
In February, Scott-Atwater records 
fell when dollar sales were 53.75% 
greater than the best previous month 
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in its entire history. 

Outboard motor people have won- 
dered how one of their members could 
achieve a sales growth so comfortably 
ahead of the industry itself. 

“We follow two general maxims,” 
says Richard Sharp, Scott-Atwater’s 
vice-president, sales: (1) “We de- 
velop product features with obvious 
consumer appeal; (2) we hard-sell 
these features by every means at our 
command.” 

The consumer appeal aspect is 
typified this year by an automatic 
bailing unit. Standard equipment on 
all but the smallest (a 3.6 h.p. econ- 
omy model) in the Scott-Atwater 
eight-motor line, the unit bails water 
at the rate of 240 gallons an hour. 
Outboard enthusiasts recognize the 
“Bail-A-Matic”’ as a convenience and 


market. Now the average motor is 12.9 horsepower instead 
of 4.2 h.p. in 1946. Result: a sale of $283 instead of $120. 


safety device. Caught in the middle 
ot a lake with a leaky boat or in a 
heavy cloudburst, the boatman turns 
on his automatic bailer and watches 
the water drawn out of the boat as 
fast as it comes in. More frequently, 
the bailer is used to pump out boats 
left in the rain at pierside. 

Other product advantages Scott- 
Atwater claims as “firsts’’: the indus- 
try’s first full gearshift; Aquamute 
exhaust, most complete underwater 
exhaust on the market; detachable 
electric starter which can be used as 
an accessory. 

Says Sharp, “These things sell out- 
boards. Salesmen can close sales 
pretty fast once the customer starts 
playing around with the automatic 
bailer and the other features.” 

Another attraction on Scott-At- 
water's 16 and 33 h.p. motors is a ski 
tow ring. This relatively inexpensive 
item added to its 1956 motors has 
given the company a talking point 
among the growing numbers of water 
skiing enthusiasts. 

Sharp says that Scott-Atwater’s 
marketing philosophy is based on the 
premise that everybody is a potential 
customer for outboard “rig.” “We 
not only try to sell to the 30 million 
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Yes Toledo Home of Werld-lomess Auto-Lite 


The quality and performance of Auto-Lite products have made — 
sto-Lite the world's largest independent manufacturer of auto- 
motive electrical equipment. This industry is one more reason 
- why Toledo is listed among the leaders in 11 of the 19 indus- 
trial classifications. 


And along with Toledo, WSPD Radio gives you 15 other 
counties comprising a billion dollar market. You can depend on 
WSPD's 35 years of broadcasting experience to sell your product 
‘jn Northwestern Ohio. 
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TOLEDO, OHIO 


Represented Nationally 
by KATZ 


“This is the size we make for the Growing Greensboro Market!” 


To make sales roll to new highs in North Carolina, 
tell your story to the Growing Greensboro Market. 
In this concentrated market one-fifth of the state’s 
$3 billion in retail sales every year are made to 
one-sixth of the state’s population. 

Put your schedule on now an ad- 
vertising program in the News and Record. It sat- 
urates the 12-county ABC Greensboro retail trad- 
ing area with more than 100,000 circulation—over 
400,000 daily readers. 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 


Sales Management Figures Represented by Jann & Kelley, Inc. 
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The man... 


Richard “Dick” Sharp, recently made sales vice-president of Scott- 
Atwater Manufacturing Co., brought small- and big-business with him 
when he joined the company as general sales manager in 1954. He 
was totally familiar with dealer problems after 10 years as owner 
of a small business in Macon, Mo. 


This experience was balanced by 13 years with Standard Oil Co. 
(Ind.) in various phases of sales, advertising and public relations. 


At the time Sharp joined Scott-Atwater, his boating experience 
was limited. He learned to operate each motor on nearby Minneapolis 
lakes and was soon familiar with the entire line. 


Sales have risen “Sharp-ly” since Dick joined the team, and the 
dealer organization has been strengthened. To achieve this goal, 
Sharp believes a sales manager must stick to five points: 


. Know where you want to be, sales-wise, two years hence. 
. Keep accurate sales records. 

. Use sales figures at every opportunity. 

. Keep your word — regardless. 

. Work like hell. 


The company... 


Last March, Scott-Atwater Manufacturing Co., Minneapolis, merged 
with McCulloch Motors Corp., Los Angeles, to form a $50-million-a- 
year combination under McCulloch’s direction. McCulloch is the world’s 
largest manufacturer of chain saws and other products involving gaso- 
line. Scott-Atwater, producer of outboard motors, continues under 
the management of C. E. Scott and H. B. Atwater. 


For Scott-Atwater this move made available the capital necessary 
for continued growth. The company has increased its sales by more 
than 200% in the past three years. 


Scott-Atwater entered the outboard business with definite handicaps 
and in less than 10 years has established itself as one of the “Big 
Three” (along with Johnson and Evinrude). 


The market... 


By the Fourth of July, the nation’s newest craze—outboard motors 
—hit a fever pitch. U.S. lakes, rivers and coastal channels were hum- 
ming with five million outboards. 


Today’s sales of outboards during fiscal 1954-55 were about $133 
million, highest in the industry’s history, and an increase of almost 
24% over 1954 sales. About 470,000 new outboards were sold in this 
period, There is now one outboard for every seven families. 


An estimated 415,000,000 gallons of gasoline and 17,000,000 gallons 
of lubricating oil were used by pleasure craft in 1955. More than 30,- 
000,000 persons are estimated to have engaged in recreational boating 
during 1955. 


There are 10 major companies manufacturing outboard motors. Best 
known are Evinrude, Johnson, Scott-Atwater, Mercury, Lauson, Flam- 
beau, Oliver and Champion. About 20% of total industry production 
is marketed under various private labels. 


persons who frequently go outboard- 
ing, but to the other 137 million as 
well.” 

Advertising is an example of this 
philosophy in action. Under the di- 
rection of Advertising Manager Rob- 
ert Ruff, the Scott-Atwater program 
this year included five full-page, full- 
color advertisements at the beginning 
of the boating season, in Life (during 
February, March and April). In the 
same period the company ran 38 full- 
page, full-color advertisements in 
boating and outdoor publications: 
Field and Stream, Outboard, Sports 
Afield, and Outdoor Life. Others 
scheduled: Life, Motor Boating, 
Yachting, Boats. 

The advertisements, prepared by 
Batten, Barton, Durstine and Os- 
born, Inc., are characterized by mul- 
tiple illustrations. Each picture illus- 
trates some feature of the company’s 
motors that appeals to a different 
member of the family. 

Scott-Atwater’s newspaper adver- 
tising program has grown rapidly. 
“Newspapers not only sell outboards 
but produce strong product identifi- 
cation, according to our distribution, 
and build our dealers as local sources 
for outboard motors,” says Ruff. 
“Scott-Atwater has a cooperative ad- 
vertising program for all dealers—no 
other manufacturer has such a pro- 
gram.” 

Distribution follows patterns estab- 
lished not by tradition but by neces- 
sity. Lately, this pattern has been 
modified to conform with the picture 
of outboarding in the United States. 

Scott-Atwater broke into the out- 
board motor business in 1935 as the 
manufacturing arm of Firestone 
motors. It began making outboards 
under its own trade name in 1946. 
Naturally, the first venture in its own 
sales brought serious distribution 
problems. 

The company soon found that most 
marine dealers — then the prime out- 
lets for outboard motors—sold John- 
sons or Evinrudes, old names in the 
boating industry. 

“We spent a long time trying to 
fight the situation head on, but it was 
almost hopeless,” recalls Sharp. ‘We 
finally discovered that marine dealers 
weren't the only outlets for outboard 
motors.” 

Coincident with Scott-Atwater’s 
search for product outlets, a new 
kind of outboard boating enthusiast 
began to appear on the American 
scene. A few test efforts with non- 
marine dealers soon showed the com- 
pany a solution.to its problem. 

“We found that many people 
would buy outboards from a sporting 
goods, hardware or department store 
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The Vice-President 
and Director of Advertising 


KNOWS WHY... 


SELL SO WELL IN 


“Tt is natural and normal that Louisville 
should be a leading market for our fine bour- 
bon whiskies, such as Old Grand-Dad, Old 
Taylor and Old Crow; for Kentucky is the 
home of all three. Beyond this, however, I 
credit our consistent sales gains in Louisville 
to the area’s vigorous growth, the splendid co- 
operation of its retailers, and our consistent 


ALYNN SHILLING, Vice-President, 
National Distillers Products Corp. 


LOUISVILLE 


advertising in local newspapers—the best in- 
surance I know of to help keep our brands 
in their positions of leadership.” 

Last year National Distillers evidenced its 
confidence in the Louisville market by its 
vigorous advertising in The Courier-Journal 
and Louisville Times, to the tune of over 
100,000 lines. 


One of National Distillers properties in and 
around Louisville is the picturesque, castle-like 
Old Taylor Distillery, near Frankfort, Ky. 


UISVILLE for oll tts. worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal -THE LOvISVILLE TIMES 


392,500 Daily Combination * 313,633 Sunday °* Represented Nationally by The Branham Company 
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one of the 


FIRST 100 
MARKETS 


OVER % MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND ¢ MOLINE « E. MOLINE 


Quad-Cities’' Largest 


Combined Daily Circulation 


The Moline Dispatch 
The Rock Island Argus 


INDESTRUCTIBLE 
IN COMPLETELY HAND WROUGHT 
METAL BUSINESS GIFTS 


By the originators of hand forged aluminum 
home and office appointments. Wrought en- 
tirely by skilled artisans, with complete 
absence of machinery, considered incompa- 
rable among the nation’s professional buyers 
of finest jewelry and gift items. Approxi- 
motely 50 different items from which to 
choose. Your customers and business friends 
will prize these true products of a disappear- 
ing craftsmanship. Hand production makes 
early ordering necessary. 

(Mailing Coupon) 
entlemen: 
Please send catalog. 
WASTE BASKET +901 Please have representative call 
show actual samples. 


they knew well,” says Sharp. “We 
took this opportunity to build distri- 
bution by selling stores of this type 
the idea of setting up a marine de- 
partment.” 

Today, with 64 regional distribu- 
tors and almost 3,500 dealers, the 
firm believes its distribution setup 
can cope with the new boating market. 
The company works constantly to im- 
prove its dealer organization. 

Using SALES MANAGEMENT'S sales 
expectancy figures and other factors 
of significance to the outboard mar- 
ket, Scott-Atwater establishes local 
norms which dealers are expected to 
meet. As it finds some dealers grow- 
ing sluggish, the company arranges 
for better ones. Sharp says that “it’s 
easier now, for success looks for suc- 
cess. Now that Scott-Atwater’s sales 
possibilities are known, it’s much sim- 
pler for us to get good dealers. Hap- 
pily, too, we’ve been getting many 
good straight marine equipment deal- 
erships we want.” 


Rain Slicker Deal 

At first Scott-Atwater had to offer 
much more than the usual dealer aids. 
It proved to be reasonable policy. 
Today, the firm continues to execute 
its dealer-aid program with more than 
ordinary care and interest. 

A substantial cooperative newspa- 
per advertising program based on 
motors shipped, promotional twists to 
bring customers in, unusually close 
liaison between factory and dealer, 
strong dealer-identification programs, 
as well as basic selling aids, are among 
methods employed to produce dealer 
sales. 

One promotional aid is a rain 
slicker premium deal developed this 
year. Functional rain slickers, with 
obvious appeal to boatmen, are offer- 
ed to dealers at cost. Although Sharp 
was reluctant to reveal how many 
slickers dealers have used during the 
time the program has been in opera- 
tion, he is enthusiastic in his belief 
that it has helped them bring in 
“many thousands of customers.” 

Another dealer aid is a miniature 
replica of the outboard motors. This 
tiny motor, which propels a toy boat, 
is promised to the youngsters if Pop 
buys a full-size motor. 

Close liaison between factory and 
dealers has this practical benefit for 
the latter group: Periodically factory 
teams conduct local dealer meetings 
to discuss new mechanical aspects of 
the line, sales features and new dealer 
promotions. 

Sharpe says this program is a set 
one. “Dealers not only benefit from 
personal contact with factory people, 
but the company itself hears _first- 
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hand about dealer problems.” 

Other advantages for Scott-Atwater 
dealers: Shipping boxes which may 
be easily converted to displays ; strong- 
identification store signs; specially 
designed windows; direct-mail pieces ; 
information about national advertis- 
ing plans through monthly mailings 
of advertising preprints and schedules 
with tie-in mats. Advertising Mana- 
ager Ruff believes these mailings help 
to increase the over-all value of the 
advertising program nationally. 

Immediate plans of Scott-Atwater: 
To better its industry standing. To 
this end the company has engaged 
Raymond Loewy Associates, indus- 
trial design firm, to help with styling 
the line. 

“The structure of the outboard 
motor business has_ shifted greatly 
during the past five years,’ Sharp 
observes. “Style has quietly become 
an important sales influence. We've 
been conscious of this growing trend, 
and we're going to take additional 
advantage of it. Next year will be 
the kick-off point of a five-year pro- 
gram to produce sales increases big- 
ger than those of the past five years 
when we climbed to a comfortable 
third place in the industry.” 


“Futuristic” Designs 

Scott - Atwater raised boatmen’s 
eyebrows at the National Boat Show 
in New York last January when it 
unveiled ‘futuristic’? motor designs. 

The trend toward more family 
boating will increase in the years im- 
mediately ahead, he predicts. “Only 
a few years ago, practically all out- 
boards were sold to men who wanted 
them for hunting and fishing. Today, 
more than 20% of all boats and 
motors are sold to families. “The im- 
portant factor here is that people who 
buy outboards for cruising with their 
families buy much bigger motors.” 

Statistics from the Outboard Boat- 
ing Club of America, a trade organi- 
zation, show that the average motor 
sold in 1946.was only 4.2  horse- 
power; last year the average motor 
was more than three times as large. 

“With automobile highways be- 
coming more hazardous every day, 
families are turning to ‘boat high- 
ways,’ the nation’s rivers and lakes, 
for week-end recreation,” Sharp says. 

“Today, boating is a sport for mil- 
lions, not just millionaires. Had you 
attempted in 1945 to predict the num- 
ber of boats in use today, I am sure 
you would have fallen far short of 
the mark. If you now attempt to pre- 
dict the growth by 1965, chances are 
you'd underestimate again, for the 
boating boom is just beginning.”’ 

The End 
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IR &- remembers the man 
Markets were made when he helped 
set national color TV standards! 


IRE congratulates Frank J. Bingley for 
4 his important technical contributions to 
electronic television. Beginning his career 
with Baird TV in London, England 
almost 30 years ago, Mr. Bingley is well- 
known in the radio-electronics field as an 
outstanding color TV research engineer. 
As a member of the National TV Systems 
Committee, he helped formulate National 
Color Television Standards and, in turn, 
helped launch the color TV industry! 
FRANK J. BINGLEY, Leadership must be recognized ... that’s 
recipien he thy y y 

pn Some cnn seed “= why IRE always remembers the man. 
The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 

men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for...if you want to sell the radio industry, you’ve got to 
tell the radio engineer! 


The 
Institute of 
Radio 
*Engineers 
Proceedings of the a a = 


Advertising Dept., 1475 Broadway, New York 36, N. Y. 


Z 
Bales Management “4 
1955 Estimate 


Youdo...lf you advertise in 
the Sioux City newspapers — read 
by more than 300,000 daily readers 
throughout the rich 46-county Sioux- 
land Market Area. 


You Do . . . Because 

you can expect gratifying sales re- oN f 

sults from this prime audience — > A ae 
READY, WILLING and ABLE to on yaa  aa~’ 

bur. The Sioux City. Sournal 


JOURNAL-TRIBUNE 


All good selling 

IS specialized 
_..and nothing 
specializes like 


the business press 


FOR EXAMPLE... 


adership by their editorial qualit 
to be good to build-and hold-subscrip 
People will pay for what they choose to read 
. and close to 3 million subscribers spend 
$10 million a year to read ABP papers.* 


~ J tee gam 
ge aQd [ —e OTIVe ~* 
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AMERICAN 
CYANAMID 
ses businesspapers t 


“Vat Dye facts help us sell!” 


say 95.4% of retailers’ 


WIN A WORLD OF PROFITS From 
AUNT JEMUMA'S PANCAKE RECIPE PROMOTION 


QUAKER OATS 


ises Dusinesspapers to 
supplement its saies force 
and pre-sell dealer 


sromotions 


B. F. GOODRICH 
ises businesspapers to 
show new product uses, 


open-doors for salesmen 


ee 


OBJECTIVES: To reverse an alarming tendency to downgrading of 
dyeing in the textile industry—the substitution of cheaper but less 
satisfactory dyes for fast vat dyes. 


SCHEDULE: B&W pages in five merchandising papers. 


RESULTS: “Instead of loss in vat dye sales there was a gain in 1956 
of over 20%. Other vat dye manufacturers adopted the same general 
theme in their advertising and a group of manufacturers was organ- 
ized to carry on similar efforts in the future. Over 162,000 information 
booklets distributed as a result of individual requests.” 


AGENCY: Ben Sackheim, Inc. 


OBJECTIVES: To sell Lewyt distributors, dealers and their salesmen 
on the strong competitive advantages of the new model... show 
that these features made the Lewyt the easiest cleaner to sell . . .. and 
to point up Lewyt’s continued leadership in the vacuum cleaner field. 


SCHEDULE: B&W spreads in seven merchandising papers. 


RESULTS: “The model 88 was over-sold from the beginning, forcing 
the factory to put on an extra shift to meet the demand. Lewyt 
sales skyrocketed 61% in the fall of 1955—a record that exceeded 
by far the unusually high industry average of 25, 28%.” 


AGENCY: Hicks & Greist, Inc. 


OBJECTIVES: To inform the grocery trade in advance of each 
Quaker promotion ...to get both the product and the display ma- 
terial ordered ...and to suggest ideas to help dealers get the most 
profit from every promotion. 


SCHEDULE: B&W pages in thirteen merchandising papers. 


RESULTS: “Grocery trade studies show that as high as 70% of the 
grocers contacted have tied in with the advertised promotions. Fifty 
per cent say that this advertising was instrumental in their selection 
of Quaker products for store display and promotion.” 


AGENCY: John W. Shaw Advertising, Inc. 


OBJECTIVES: To build acceptance and preference for B. F. Goodrich 
belts and hose for materials handling by featuring the company’s 
ability, capacity and versatility. To support the efforts of salesmen 
and distributors by proving product superiority and broadening the 
market by suggesting new uses for belting and hose. 


SCHEDULE: B&W pages in five business publications. 


RESULTS: “Sales of belting and hose increased approximately 13% 
A mail survey to industrial buyers showed that preference for B. F. 
Goodrich was 36% higher among the buyers who were readers of 
one or more of the magazines in which the campaign appears. An 
additional study showed that each dollar of advertising brought in 
$11.52 in extra sales. Salesmen and distributors report that the 
campaign opens doors for them everywhere.” 


AGENCY: The Griswold-Eshleman Co. 


LOOK FOR THESE SYMBOLS ON YOUR BUSINESSPAPER | ABP) 


You will find them on all members of the Associated Business Publications 
. leading businesspapers, working together to sits their readers — and their 


advertisers—more for ual money. 


IT’S BRAND NEW... and yours for the asking! 
Just off the press, results of a study of the readership 


of merchandising businesspapers by America’s leading ~ 


retailers . . . 358 winners of the Brand Name Founda- 
tion Awards. It’s full. of worthwhile info for every 


advertiser to-and-through the trade. Ask ABP (or an 
Merchandising ~ 


ABP paper in your field) for a copy of “ 
Paper Readership by America’s Leading 


| WEW YORK OFFICE: 205 EAST 42ND ST., 


rad 


ABP 


« . 


Ic flies through che air with the greatest of case . 


than a 


i ee 
| ARE HERE! 


higher 


story building! It spins like a cop! It zooms like a 


ct! New! Fun! Different! It’s the toy sensation of the year 


Wind it up, squeeze the burton, and whooosh! 


watch it 


fly. Every boy and girl will want one of Oscar's flying saucers 


HERE'S ALL YOU DO! 


Go wo your nearest grocer, drug store 
or delicatessen and buy a bag of Lay's 


id 


FIRST, newspaper adver- 
tisements, then TV spots 
cry news that Lay potato 
chips are being offered in 
the market. 


Why “Muscle in” When Ads 


Help Get in Quicker ? 


H. W. Lay, the potato chip man in the South, has broken 
with industry tradition and now uses newspaper and TV 
advertising to win and hold distribution in new markets. 


BY LYMON M. HALL 
Vice-President—Merchandising 
H. W. Lay & Co., Inc. 


Bemettes 
Advertising—in the potato chip in 


dustry—is changing the old procedure 
commonly used in opening up a new 
market: to “muscle in.” 

\ccepted practice has been for two 
or three sales supervisors to load up 

ite trucks with an assortment of 
merchandise, display racks and equip- 
ment, and drive off to the target area 
where they have gone to work on a 
by-guess-and-by-God basis. If the 
going proved tough, then some “ad- 
vertising’ might be hastily cooked 
up in a half-hearted attempt to sal- 
vage the operation. 

Let's see how advertising has given 
new flexibility to market development 


for H. W. Lay & Co., Inc., Atlanta. 
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The firm employs 250 company route 
salesmen from 15 branches in the 
Southeast. Its sales volume has shown 
an average yearly increase of $1 mil- 
lion over the past five years. The 
“combined operation” technique for 
market development was used. 

H. W. Lay, whose 1955 sales came 
within a few dollars of $11 million, 
as compared with a little over $7 
million in 1951, operates in a fast- 
growing and highly competitive field. 
his is the way we go about opening 
a new market: 

In Market X we scheduled a half- 
page, two-color advertisement fea- 
turing our “Oscar’s flying saucer” 
premium. The ad appeared on Thurs- 


day of the second week, when the 
sales teams had obtained a, minimum 
of 50% retail distribution. “Tear 
sheets of this advertisement were 
mounted on stiff board to facilitate 
handling by the sales teams. Each 
presentation was made to new ac- 
counts. 

Also starting on ‘Thursday after- 
noon, and running for 10 consecutive 
days, H. W. Lay broadcasts seven 
one-minute and 12 20-second TV 
spots. Next we place the IV spots to 
one 20-second spot each Friday and 
Sunday, and a one-minute spot each 
Wednesday for the next 14 months. 

The decision to go into Market 
X was made only after the potential 
of the market was thoroughly can- 
vassed. We surveyed some 700 retail 
outlets—super markets, superettes, 
food stores, drug and sundry stores, 
eating and drinking places, service 
stations. We also surveyed cafeterias 
and food stands in hospitals, schools 
and industrial plants. 

This survey was made personally 
by Colin Warwick of Warwick As- 
sociates, Atlanta, Lay’s sales consul- 
tant, who was assisted by Lay’s sales 
supervisors. They recorded their data 
quickly and accurately on McBee 
cards. The survey was completed in 
one week. 

In Market X there were three 
well-established brands of potato 
chips and allied items. Strongest 
brand was produced by a local manu- 
facturer. At the time we began our 
own market development, a major 
competitor was attempting to muscle 
into the market in the conventional 
way. It was considered essential that 
competition already in the market 
should not be aware of Lay’s inten- 
tions to enter or that a survey was 
being made. This secret was kept. 

At the end of the second week the 
field survey report and recommenda- 
tions were submitted to top manage- 
ment and Lay’s advertising agency, 
Liller, Neal and Battle Advertising, 
Atlanta. 

The report contained such recent 
and factual information as: 

1. Brand distribution for all items 
by types of outlets. 

2. Sales potential for Lay’s mer- 
chandise by types of outlets in terms 
of dollars and cents per week. 

3. Recommended allocation of op- 
erational route sales territories, com- 
plete with geographical layout, bal- 
anced workload and sales potential. 

4. Estimates as to the number of 
“New Account” trucks and trained 
“Two-Man Sales Teams” required to 
attain 50% distribution in the first 
week of: operation, and for special 
“Nferchandising Service” trucks and 
personnel. 
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. , in that 
erg nce you got up in 
Sg oe a. ’s too good for you si : é 
“Come, come, Thorndyke... nothing acid aut 


ngs 2 Cincinnati, 
Jeeti ngs have changed 11 
media meeting and reminded us that thing fe 
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J © Represented by Moloney, Regan & Schmitt, Inc 
Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by y, Reg 
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1956 


“THE RUNAWAY NO. 1 DAILY NEWSPAPER IN CINCINNATI IS Now THE 


CINCINNATI ENQUIRER. No. 1 in City Zone Circulation (all- 
time recora high)...No. 1 in Retail Display linage (ditto), 
No. lin just about you-name-it (including Total Advertising, 


| 


Total Display, Automotive). 
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5. Estimated requirements as to 
display racks and equipment of 12 
types specified for this market. Point- 
of-purchase material and sign holders. 

6. Weights, prices, and samples of 
packaging and merchandise for all 
competitive brands in the market. 

7. Number of trucks operated by 
competitors. Their merchandising 
aids and services to various types of 
outlets. Display racks used. Merchan- 
dise display methods, and point-of- 
purchase locations. 

8. Summary of general conditions 
and situations existing in the market. 

This report to top management was 
accompanied by a detailed and item- 
ized budget prepared by Lay’s Sales 
and Merchandising Departments in 
consultation with the advertising 
agency and sales consultant. This 
budget covered estimated maximum 
costs for new trucks, display equip- 
ment, office equipment, warehouse 
rent, merchandise samples, sales man- 
power and expenses, newspaper and 
TV advertising, merchandising aids 
and premiums, store demonstrations, 
point-of-purchase advertising 
rial, etc. 

With the green light from Herman 
W. Lay, president, and William B. 
Oliver, executive vice-president, re- 
sponsibilities were allocated to specific 
personnel in various company depart- 
ments and to outside agencies for 
every last detail of the project, to- 
gether with deadlines for completion. 
All concerned reported to me and the 
vice-president, sales, James E. Broad- 
dus. We were charged with coordi- 
nating the program as scheduled. 

Objective of the ““T'wo-Man Sales 
Team” was quick distribution in all 
types of outlets, “up and down the 
street.” These planning tools were 
prepared by the sales consultant: 


mate- 


1. New Account route books for 
each day. A load sheet in the front 
of each daily route book listed the 
display equipment, point-of-purchase 
material, and merchandise required to 
sell the prospective new accounts for 
each day’s operation. On each indi- 
vidual prospect sheet was the name 
and address of the account by both 
street numbers and street intersec- 
tions. The weekly dollar-and-cents 
sales potential or evaluation as a guide 
to the stocking order. Display equip- 
ment recommended. Competitive 
brands in the account, and display 
equipment used. 


2. Routing 


and territory map. 
Accounts were listed in the order to 
be called on, without “high spotting.” 
The assigned new-account territory 
and the daily working section was 
outlined clearly on a city map. 
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Lay's Lymon M. Hall . . 


ern states. 


The Vice-President in charge of merchandising, H. W. Lay & Co., 
Inc., potato chip manufacturer of Chamblee, Ga., is a 39-year-old dynamo 
who has been in his present position since 1955. Under his managerial 
eye moves the company’s fleet of more than 290 trucks, including 29 
tractor-trailer rigs, to distribute not only potato chips but also bar- 
beque flavored chips, “Fritos,” “Cornetts,” “Bacon Puffs,” peanut butter 
and sweet cookie sandwiches, popcorn and salted peanuts and other 
nuts, to the company’s sales branches in a territory covering 11 south- 


Hall has held various managerial positions in sales and merchandis- 
ing in the 16 years prior to his Lay vice-presidency. 


3. New Account call reports. 
Daily reports were to be made by 
each team on a brief check form, so 
that special service trucks could fol- 
low up on accounts not sold. 

On Sunday afternoon the sales 
teams made “dry runs’ over their as- 
signed territories and in so doing cre- 
ated the impression that there were 
five times as many trucks engaged in 
the operation for the coming week. 

Store sales and store demonstra- 
tions were obtained in the major traf- 
fic stores of local chain super mar- 
kets, and independents. These stores 
were selected so that every major 
shopping area was covered in the first 
two weeks. One included an in-store 
telecast of a new super market open- 
ing, in which Lay’s colorful mer- 
chandise displays decorated with 
helium-filled “Oscar balloons” were 
well in the eyes of the TV cameras, 
as were the evident packages of Lay’s 
Potato Chips in every  shopper’s 
basket. 

Results exceeded all expectations. 
By Wednesday night of the first 
week the sales teams had obtained 
50% over-all distribution, and the 
special merchandising trucks had set 
up mass displays in every super mar- 
ket and superette. By Saturday after- 
noon a total of 81.4% distribution of 
all types of retail outlets had been 
attained. 

Lay’s advertising program had 
been well sold and merchandised. Full 
displays in good traffic locations, com- 
plete with tie-in point-of-purchase ma- 
terial, were in every retail outlet. 

Lay’s salesmen are taught, and be- 
lieve, that the success of any company 
advertising and sales promotion cam- 
paign, such as the sponsoring of the 
“Long John Silver” program on 22 
TV stations throughout the South- 
east, depends on these four factors, 
which each route salesman controls in 
his territory: 

1. Most effective use and applica- 
tion of his point-of-purchase material 
and display equipment— 


in each and every account. 

2. Continued use of point-of-pur- 

chase material to keep the promotion 

and his featured merchandise “alive” 
at the point-of-purchase— 

in each and every account. 

3. Creation of impulse-sales-mak- 
ing displays which call out a “touch 
me—take me”’ invitation to each pass- 
ing consumer customer— 

in each and every account. 

4. Selling of Lay’s advertising to 
obtain the “hot spot” point-of-pur- 
chase locations, or maximum shopping 
trafic points for his Lay’s merchan- 
dise displays— 

in each and every account. 

The salesmen know that when they 
exercise such control of these four 
factors a good advertising and sales 
promotion campaign pays off for 
them on their routes. 

This combined - operations market 
was handled in just that way, and 
when the advertising broke, it paid 
off. On actual costs as itemized in 
the total budget, from capital invest- 
ment such as route trucks down to 
expendable material such as display 
cards and rolls of “Scotch tape,” the 
percentage cost was about 2!/,°% to 
3% on the first year’s new business 
from this market. 

The Saturday afternoon prior to 
the opening week was devoted to a 
complete presentation of the adver- 
tising, sales and merchandising plan 
and program, and details of field 
operation by the sales teams. 

At the “shirt sleeves” sales man- 
agers’ meeting just concluded, Presi- 
dent Lay remarked, “This past year 
might be called ‘the year of the build- 
ing’—the building and opening of our 


new $2 million plant at Chamblee, 


the building of new and improved 
sales, production, and management 
methods and procedures. It is the 
best year that you have ever given to 
me.” This coming year is to be “the 
year of combined operations.” 


The End 
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a. 
National Air Show 
gs 1 
Spotlights Oklahoma City Air Center Growth 


The National Air Show in September will attract the attention 
of the aviation world to Oklahoma City, emphasizing again its 
importance as an air center. 

Oklahoma City is already the home of Tinker Air Force Base, 
largest military aviation maintenance and supply depot in the 
world—with an annual payroll of nearly $100 millions, It also is 
the nation’s civilian aviation headquarters with the CAA now 
spending $12 millions to enlarge its training center (location of 
new buildings shown on airview of Oklahoma City’s Will Rogers 
I ield below Re 

Aviation is only one phase of Oklahoma City’s growth—one 
of the five fastest growing cities in the U. S., experts say. 

\ growing market means growing sales. For the third straight 
year, Oklahoma City is up among the leading sales gainers of 
the country week after week. 

Are your sales keeping pace? Insure your sales growth in 
Oklahoma with advertising in these newspapers. 


Oklahoma City is one of the 


5 FASTEST GROWING 
markets in the U. S.! 


THE OKLAHOMA PUBLISHING COMPANY 
THE DAILY OKLAHOMAN 


“LARGEST SUNDAY CIRCULATION IN THE SOUTHWEST” 


Jwo Tiki T O 


THE OKLAHOMA PUBLISHING COMPANY 


OKLAHOMA CITY TIMES 


Represented by The KATZ Agency 
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Pitfalls and Loopholes 
In Sales Contracts 


Whenever you frame a contract involving the sale of 
goods, it would be well to triple-check every paragraph in 
the document you are signing. You can skid into court on 
a comma. These recent court decisions should scare you. 


BY LEO T. PARKER 
Attorney at Law 


Even in these modern times, when 
the average layman and businessman 
are expected to be familiar with the 
elementary principles of business law, 
many contracts are held void and un- 
enforceable as a result of simple er- 
rors. 

‘Take, for example, a very late 
higher court decision where the testi- 
mony showed that a buyer and seller 
signed a written contract containing 
this clause: “The buyer hereby 
agrees to purchase from the seller 
200,000 sheets of rag paper, size 
814” x 11”, same as sample attached 
to this contract.” 

The contract contained other usual 
clauses as to the contract price, date 
for delivery, shipment over a named 
common carrier, terms of credit, etc. 

The higher court promptly held 
the contract void and unenforceable 
because it was a non-mutual contract. 
In other words, while the contract 
stated that the buyer agreed to pur- 
chase the named merchandise, the 
contract contained no clause or state- 
ment that the seller agreed to sell the 
merchandise to the purchaser. 

During the trial, testimony was 
given to the effect that it was clearly 
understood between the buver and 
seller that the seller would ship the 
merchandise and that the buyer would 
accept delivery and comply with other 
terms of the contract. Nevertheless, 
the contract was held void for lack 
of expressed mutual obligations on the 
part of the buyer and seller. 

According to a leading higher court 
decision in another case, a contract is 
valid and enforceable although 
neither party proves that he paid or 
received “$1 and other valuable con- 
sideration” usually recited in a con- 
tract, deed, and other instruments. 

For illustration, in Coleman v. 
Whisnant, 37 S. E. (2d) 693, the 
testimony showed that a sale contract 
contained the usual clause “for $1 
and other valuable consideration.” 
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In subsequent litigation, the pur- 
chaser contended that the contract 
was void because the seller had not 
paid him the specified $1 and other 
considerations. 

The higher court held the contract 
valid saying that it was not necessary 
for the purchaser to prove that he 
gave the seller any considerations, 
since the contract so stated. 


Written contract held void. 
Considerable discussion has arisen 
from time to time over the legal ques- 
tion: Is an ambiguous written con- 
tract enforceable by the contracting 
parties ? 

The answer is: No. This is so be- 
cause a written contract is void which 
does not express the original inten- 
tions of the contracting parties. 


Parties disagree. An important le- 
gal question is: “If a buyer and seller 
disagree on the quantity of materials 
or merchandise delivered to a_pur- 
chaser by the seller, what is the legal 
procedure for solving such a legal 
problem?” Last month a higher court 
in effect, answered this question by 
upholding a jury’s decision, after the 
jury had listened to all of the testi- 
mony and then rendered a reasonably 
fair verdict based on the testimony. 

In other words, the legal solution 
for problems involving the quantity 
of materials delivered by a seller to 
a purchaser must be solved by:a jury. 


Law of contradictory testimony. 
Considerable discussion has arisen 
from time to time over the legal ques- 
tion: If, during a suit involving pay- 
ment for merchandise, both the buyer 
and seller present contradictory testi- 
mony, how will the suit be decided ? 

The answer is: A jury will listen 
to all testimony, and render a verdict 
based on its belief. 

For illustration, in 


Wright 


Cordas_ v. 
Products, 277 Pac. (2d) 


520, the testimony showed that both 
a buyer and seller gave contradictory 
testimony involving the amount due. 

The jury listened to all of the con- 
flicting testimony and rendered a ver- 
dict in favor of the seller. The higher 
court approved the verdict, and said: 

“It is apparent that the contract 
is not clear on its face. In such cases 
where the words employed are of 
doubtful or uncertain meaning as re- 
lated to the contractual obligation, 
extraneous evidence will be received, 
not to make a new contract but to 
discover what is, in fact, the agree- 
ment.” 

Of course, the above mentioned 
circumstances in this case involved an 
ambiguous or imperfect but not a 
void contract. 

There are many reasons why a con- 
tract is void and_ unenforceable, 
among which are the following: A 
seller’s agent practiced fraud; either 
the buyer or seller was of unsound 
mind, or a minor; either the buyer 
or seller practiced deceit; the date 
for delivery, the quality or quantity 
of the merchandise or its price was 
not clearly specified ; the contract vio- 
lated a valid law; the contract had 
an unlawful object; no valid con- 
sideration; no mutual obligations; an 
agent was not authorized to obligate 
his employer, etc. 


Law of agents. Since a great ma- 
jority of law suits between buyers 
and sellers of merchandise stem from 
disagreements over what the seller’s 
agent promised or guaranteed, and 
particularly whether or not the agent 
was authorized to obligate his em 
ployer, I shall review outstanding 
higher court decisions involving this 
subject of law. 

Of course, the average laymen 
know or should know the yalue and 
validity of contracts made by ordi- 
nary salesmen but they do not know 
the law on contracts made by ofh- 
cials of corporations and _ general 
agents. 

With respect to traveling and 
other ordinary salesmen the higher 
courts hold that a salesman’s sole im- 
plied legal and lawful authority is 
to accept an order and after signing 
it he must send it to his employer 
for final approval. If the employer 
is not satished with the order, does 
not want to approve it, he may re- 
turn it to the buyer or he may refuse 
to deliver the merchandise without 
sending the buyer any notification. 
Conversely, for the reason that a 
valid contract is not made until the 
salesman’s order is approved, the 
buyer is privileged to send his can- 
cellation to the salesman’s employer 
at any time before the latter acknowl- 
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HEN you remember Mamma— 

remember all the “backache” 
that went with old-time homemak- 
ing. The mixing, the stoking, the 
scrubbing, the poking. Gone and 
forgotten now — thanks to remark- 
able progress in electrical and con- 
trol equipment. Progress propelled 
by the creativity of product-design 
engineers. In kitchen appliances 
alone, they created a tremendous 
$5,853,311,200 market — and it’s 
growing day by day. 


Product Engineering 


makes sales grow..... 
Product Engineering, McGraw-Hill Bldg., New York 36, N.Y. 


The McGraw-Hill Magazine of design engineering 


they put “automation” in the home 


Today, more than.ever, product- 
design engineers are doing big 
things for products and people. 
They’re creating NEW MARKETS 
AND MAKING THEM GROW. 

Fast-moving advances in electri- 
cal and other major industries pro- 
vide a ‘“‘challenge of change” to de- 
sign engineers. To stay abreast — 
to make sound engineering deci- 
sions — they depend upon Product 
Engineering as the most convenient 
and responsible source of news and 


information in their field. More 
than 32,500 of these product-design 
engineers have made Product En- 
gineering the pace-setting publica- 
tion in its field. To reach these men 
who make markets grow, adver- 
tisers put more pages, and more 
dollars, in Product Engineering 
than in any other design magazine. 


edges, and accepts or approves the 
order. 

For illustration, in a leading higher 
court case it was shown that a pur- 
chaser ordered a quantity of cement 
from a salesman. The buyer gave the 
salesman a cash deposit and both the 
salesman and the purchaser signed the 
contract of sale which specified the 
date when shipment of the merchan- 
dise should be made and the contract 
contained a clause to the effect that 
no cancellation by the purchaser 
would be accepted by the salesman’s 
employer. Several days after the order 
was signed the purchaser decided that 
he did not want the merchandise and 
he wrote to the seller canceling the 
order and at the same time requested 
that the money he had paid to the 
salesman be returned. The seller re- 
fused to cancel the order, or return 
the purchaser’s deposit on the con- 
tention that a valid contract was made 
when the salesman and the purchaser 
signed the contract of sale. 

In subsequent litigation the court 
held that the buyer was entitled to 
cancel the order or contract. because 
his cancellation letter was delivered 
to the seller before the latter had ac- 
cepted or approved the contract. The 
court held that the seller must return 
the buyer’s cash deposit. 

This court held that a buyer may 
without liability always cancel an or- 
der or contract given to an ordinary 
salesman, if the cancellation reaches 
the seller before the latter acknowl- 
edges to the purchaser receipt of the 
order and approves it. 

This is the general law. However, 
an exception to this general rule was 
made by a higher court in its deci- 
sion handed down only last month. 

In this case the higher court held 
that a purchaser cannot cancel an un- 
approved contract if the testimony 
proves that the salesman delivered the 
merchandise to the purchaser at the 
time the purchase contract was signed 
by the purchaser, and the latter made 
some use of the merchandise. 


Salesman has special authority. 
A traveling or other ordinary agent 
may possess special authority under 
which he may make valid contracts of 
sale which obligate his employer. In 
other words, legal representation may 
arise under various circumstances, as 
where the salesman’s or agent’s em- 
ployer actually authorized the em- 
ploye to act as his lawful agent, or 
past conduct of‘ the employer indi- 
cates to the buyer that the employe 
is impliedly authorized to represent 
his employer and make valid con- 
tracts, or the seller ratifies an other- 
wise void contract. 


126 


For example, in the leading case of 
Art Co. v. Pacific States Co., 176 
Pac. (2d) 962, the testimony showed 
that a corporation’s salesman signed 
a written contract with a purchaser 
to sell the latter a quantity of mer- 
chandise. This contract contained a 
clause to the effect that the contract 
was not enforceable until approved 
by the general sales manager of the 
corporation. Without such approval 
the corporation shipped the merchan- 
dise and the purchaser accepted the 
delivery and paid the specified con- 
tract price. 

In subsequent litigation, the pur- 
chaser became dissatisfied with the 
merchandise, and sued the corporation 
for damages. 

The corporation argued that it 
could not be liable because the con- 
tract was void as it had been signed 
by an employe but it had not been 
approved by the general sales man- 
ager. The higher court refused to 
hold the contract void, and therefore 
said: 

“All the material specified in the 
contract was shipped by defendant 
(manufacturer) to, accepted and paid 
for by plaintiff (purchaser) at the 
price and on the terms specified in 
the contract. Thus the defendant 
(manufacturer) had fully ratified the 
contract by performance entered into 
by its agent.” 


Unenforceable, but Legal 


Hence although the original con- 
tract was not enforceable, because it 
was not approved by the general sales 
manager, yet when the corporation 
shipped the merchandise to the pur- 
chaser who accepted and paid for it 
the corporation legally ratified the 
then unenforceable contract. 

In another quite recently decided 
case it was disclosed that a contract 
existed between a manufacturer and 
his traveling salesman. The contract 
specified that the salesman could have 
authority to cut prices and meet com- 
petition and stipulated reduced com- 
missions to the salesman. The sales- 
man showed this letter or contract to 
a prospective purchaser who then be- 
lieved that the salesman had authority 
to make valid contracts for the manu- 
tacturer. 

In subsequent litigation, the higher 
court held the purchaser could recover 
damages from the manufacturer for 
his failure to deliver merchandise at 
prices listed in an order taken by the 
salesman. The court explained that 
the salesman had displayed to the pur- 
chaser the above mentioned letter or 
contract with his employer, and the 
purchaser had a right to believe that 
the salesman had been authorized to 


make binding contracts for his em- 
ployer. 


Implied authority. A great majority 
of litigations over contracts result 
from disagreement over whether an 
employe or agent had legal authority 
to represent his employer. ‘Therefore, 
it is well to know that modern courts 
classify employes as either “general” 
or “special” agents. Generally speak- 
ing, an employer is liable for all acts 
of his “general” agents, but he is re- 
sponsible for only such acts that a 
“special” agent performs within the 
actual scope of the authority given 
him. An important rule by which to 
determine whether an employe may 
make a valid contract which binds 
his employer is: (1) An employe can 
only make a valid contract within 
the limit of the “special” employe’s 
authority given by the employer; (2) 
although persons dealing with an em- 
ploye must inquire as to the extent 
of the authority, this is not true when 
the testimony shows that the em- 
ployer placed the employe in a posi- 
tion where he can deal with apparent 
broad authority; (3) when the au- 
thority to manage a business or a de- 
partment is given an employe he be- 
comes a “general” agent who may 
conduct business as he believes to be 
best; (4) if the employe is a “spe- 
cial” agent, his authority is limited 
but the employer may by giving the 
employe unusual authority enabling 
the employe to make a valid contract 
without first submitting the contract 
for approval; (5) any employe, no 
matter how limited his authority may 
be, can have his authority greatly 
increased if the employer notifies per- 
sons with whom the employe intends 
doing business of this increase of au- 
thority. 

For instance, in Motion Service v. 
Modica, 139 So. 80, it was disclosed 
that an employe was left in charge 
of the business. This employe signed 
a contract, involving a considerable 
sum, for advertisements. The higher 
court held the employer liable on the 
contract and stated the following im- 
portant law: 

“A party dealing with an agent, 
acting within the scope of his au- 
thority, is regarded as dealing with 
the principal. . .” 


Sales manager has authority. As 
above indicated a “general” agent is 


one impliedly authorized to make 
valid contracts, guarantees, and prom- 
ises within the scope of the depart- 
ment of a business that he manages. 
Generally speaking, an employer is 
liable for all acts, within the scope 
of the business, of a “general” agent, 
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Coverage where 


Does your product advertising reach the men respon- 
sible for the vital functions of operation, maintenance, 
design engineering, production and purchasing? Are 
you using the publication that is read enthusiastically 
and acted upon by men in a// these functions? 


N.E.D.’s continuing expansion program assures ade- 
quate coverage of all the worthwhile plants and buying 
influences.* Each plant is checked individually to 


it’s needed... 


secure the needed penetration among the vastly in- 
creased buying group. 

Consider how your message can reach a// these func- 
tions in one small space advertisement in N.E.D. It’s 
today’s best bet for getting action at low cost from 
more men in more plants in all industries. 

Write for a copy of our latest data file, “How to Reach 
More Links in Today’s Industrial Buying Chain’, for 
complete coverage information. 


*NOW! Over 76,000 COPIES (Total Distribution) 228,000 READERS 


in 43,000 PLANTS 


A PENTON PUBLICATION 
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1213 W. Third Street 
Cleveland 13, Ohio 
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such as a sales manager. 

For example, in Perry v. Kumberly 
Co., 23 S. E. (2d) 471, it was shown 
that a sales manager made a contract 
for his employer. In later litigation 
the manager testified that he had no 
authority from his employer to sign 
the contract. However, he admitted 
that he was the sales manager of this 
department. ‘Therefore, the higher 
court held the sales manager’s em- 
ployer liable on the contract. 

Another important legal rule di- 
rectly related to agents is: Although 
a seller’s agent is a “special” agent, 


and his employer is not responsible 
for his contracts, statements and guar- 
antees, the employe himself is per- 
sonally responsible if the testimony 
proves (1) that the conduct, acts, 
language, or silence on the part of 
the agent amounted to a representa- 
tion or a concealment of material 
facts from the purchaser; (2) that 
these facts were not known to the 
purchaser at the time the transaction 
was completed. 


Liability for contracts made by 
officials of corporations. Generally 
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e FIELD SALES RESEARCH 


@ Sales Training Programs from A to Z includ- 
ing idea-absorbing audio visual aids, filming, 
transparencies, graphics, training manuals. 


e Visual Presentations and Planned Promo- 
tion Programs based on fresh selling ideas. 


e “Tailored” Programs for your own sales 
meetings, distributor and dealer meetings 
(including scripts, visualization, artwork, 
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photography). 

e Field Sales Research to uncover sales prob- 
lems, check on effectiveness of salesman’s 
approach and presentation as a basis for any 
sound sales development program. 


Hile-Damroth is a “shirtsleeve team” (in its tenth year) working toward 
increasing sales efficiency — making your sales force more effective at the 
point of call. Let us show you how we can supplement your current program 
to give you even more profitable sales. 


Send for our illustrated brochure on how to “Chart Your Course 


to More Profitable Sales” 


HILE-DAMROTH, INC., Sales Consultants 
270 Park Avenue « New York 17, New York @ Plaza 5-2078 


speaking, a corporation is liable on all 
contracts on the purchase of mer- 
chandise and signed by its president. 

For illustration, in Diederich v. 
Wisconsin Wood Products, Inc., 19 
N. W. (2d) 268, it was shown that 
the directors of a corporation voted 
against making a written contract to- 
sell merchandise to a purchaser named 
White. However, a few days later 
the president of the corporation and 
White signed a contract for sale of 
a large quantity of merchandise. 

In later litigation it was con- 
tended that the contract was illegal 
and unenforceable because it was 
signed by the president of the corpora- 
tion who knew that the directors of 
the corporation had voted against 
making a written contract with 
White. Notwithstanding this conten- 
tion the higher court held the con- 
tract valid, and said: 

“A president who is also general 
manager of a corporation has the im- 
plied power to do anything that the 
corporation could do within the gen- 
eral scope of its business. . . . Under 
the circumstances it is considered that 
the contract was validly executed.” 


Not so with notes. According to a 
late higher court decision the presi- 
dent of a corporation cannot legally 
bind the corporation on notes or simi- 
lar debts except in accordance with 
the provisions of the bylaws, or by 
authority of its directors. 

For instance, in First National 
Bank v. Cement Products Co., 227 
N. W. 908, the testimony showed 
that a corporation accepted from a 
purchaser of merchandise notes ag- 
gregating $45,000. The corporation 
sold these notes to a bank. ‘At this 
time the president of the corporation 
agreed in writing with the bank that 
the corporation would remain liable 
on these promissory notes purchased 
by the bank, and make good any un- 
paid notes. Subsequently litigation 
developed over whether the corpora- 
tion was liable to the bank for the 
value of the notes on which the bank 
failed to collect. 

During the trial, testimony was 
given that the articles of incorpora- 
tion of the corporation provide that 
the business shall be managed by a 
board of directors. Neither the arti- 
cles nor the bylaws authorized the 
president to enter into or execute 
contracts which guaranteed notes to 
be collectable by the bank. There- 
fore, since the corporation’s directors 
had not authorized the president to 
obligate the corporation in this man- 
ner, the court held the corporation 
not bound by the president’s agree- 
ment with respect to the notes. 

The End 
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J. R. Parrott (left) gets accurate butterfat tests 
on his registered herd of Brown Swiss dairy cattle. 


“THE OHIO FARMER Gives Us More Facts’ 


THE OHIO FARMER is selective . . . dedicated solely 
to the welfare of Ohio farm families. From the many 
new practices and fresh ideas continually evolved, 
THE OHIO FARMER picks those of greatest benefit to 
its readers. 


Look at the result! Exceptionally thorough reader- 
ship in 4 out of 5 Ohio farm homes. Here’s where 
your sales message brings amazing response. You 
reach a large, receptive body of regular readers— 
and buyers! 


Another reason—you hit one of America’s richest 
farm markets as well. Ohio is a top-third state in 


The Ox 


Says J. R. Parrott, Hardin County, Ohio 


farm income (more than a billion dollars in 1955) 
with steady income all year long. Ohio farmers diver- 
sify with a full range of crops and livestock. 


By every measure THE OHIO FARMER is the smart 
advertising buy. It’s low in cost, quick and easy to 
use— published twice every month and rotogravure 
printed to save you the cost of plates. Two equally 
popular state farm magazines circulating in similar 
high-income markets are MICHIGAN FARMER and 
PENNSYLVANIA FARMER. Why not get the selling 
story on all three? Write 1010 Rockwell Avenue, 
Cleveland 14; Ohio. 


FARMER 


Cleveland, Ohio 


MICHIGAN FARMER, East Lansing PENNSYLVANIA FARMER, Harrisburg 
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Sub-Totals For Standard 


Population (in thousands) 
% of U.S.A. Population 
Families (in thousands) 
Urban Population (in thousands) 
Effective Buying Income ($000) 
% of U.S.A. Income .......... 
Per Capita Income (dollars) 
Per Family Income (dollars) 
Total Retail Sales ($000) 
% of U.S.A. Retail Sales 
Buying Power Index . 
Quality of Market Index . 
Index of Sales Production 
Food Store Sales ($000) 
Eating & Drink Place Sales ($000) 
General Merchandise Sales ($000) 
Apparel Store Sales ($000) 
Furn.-House-Radio Store 

Sales ($000) . 
Automotive Store Sales ($000) 
Gasoline Service Station 

Sales ($000) 
Lumber-Blidg. Mat.-Hardware 

Sales ($000) 
Drug Store Sales ($000) .... 


. 183,310,362 


& Potential Metro Areas 


Standard Potential 
Metropolitan Metropolitan 
Areas Areas 

98,556.6 9,875.8 
59.4386 5.9565 
29,712.6 2,868.7 
85,769.7 6,021.1 
14,600,174 
5.4970 
1478 

5089 
11,064,543 
65.5384 5.9629 
66.0569 5.7288 
111 96 

110 100 
27,611,753 2,455,543 
9,767,073 748,801 
17,889,236 1,247,687 
8,867,180 665,888 


Total All 
Metropolitan 
Areas 

108,432.3 
65.3951 
32,581.3 
91,790.8 
197,910,536 
74.5141 
1825 

6074 
132,669,192 


69.0171 
1860 

6169 
121,604,649 


30,067,296 
10,515,874 
19,136,923 

9,533,068 


6,646,386 
22,247,420 


592,141 
2,256,644 


7,238,527 
24,504,064 
6,731,801 765,896 7,497,697 
6,944,710 
3,801,004 


912,377 
332,481 


7,857,087 
4,133,485 


"Standard" Better on 


In this year’s Survey of Buying 
Power SALES MANAGEMENT follow- 
ed suggestions of a number of readers 

that all Metropolitan County 
Areas, both official “standard” and 
SM “potential,” be grouped together 
alphabetically, instead of separated. 
While the change met with the ap- 
proval of most readers, some regretted 
the absence of sub-totals which would 
permit easy comparison with figures 
for the standard government counties 
as used by Nielsen and Starch. 

The table above separates the 
two groups and repeats the total fig- 
ures as abstracted from the May 10 


issue. 


Corrections to the 
Survey of Buying Power 


p. 20 Retail Sales, Comparison of 
SM Survey and Census: Florida 
should have a “% of Divergence” of 
—10.9; Utah should have a “% of 


Divergence” of +5.1. 


p. 74-102 Tables on Survey of In- 
dustrial Buying Power Section: 
Column heading should read “County 
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Income Than Sales 


Potential areas show up much bet- 
ter on retail sales than on Effective 
Buying Income. The potential areas 
have retail sales per family of $3,858 
as against $4,093 for the standard 
areas, or a ratio of 94%. On Effec- 
tive Buying Income per family, how- 
ever, the figures are $6,169 for stand- 
ard and $5,089 for potential, or a 
ratio of 83. 

The difference is undoubtedly due 
to higher costs of living in the big 
cities for non-sales items such as rent 
— an item which cannot be eaten or 
worn. 

Detailed figures appear in the box. 


and State’ instead of “City and 


State.” 


p. 130 TV HOMES and °% TV Cov- 

erage: IV data for Princess Anne 

and Prince William counties, Vir- 
ginia, should be interchanged so as 
to read: 

TV Homes 
(thous- 
ands) 
8.6 
4.3 


% TV 
cover- 
age 
58.5 
81.1 


Princess Anne 
Prince William 


p. 182 Summary of Data for Metro- 
politan County Areas: Under Area 
and Definition, Fort Wayne should 
be defined as “Allen County, Indi- 
ana” instead of “Allen County, Tex.” 


p. 184 Summary of Data for Metro- 
politan County Areas: Under Area 
and Definition, Macon should. be de- 
fined as “Bibb and Houston Counties, 
Georgia” instead of ‘Bibb and Hous- 
ton Counties, Ala.”’ 


p. 186 Summary of Data for Metro- 
politan County Areas: “% of U.S.A. 
Population” for Winston-Salem 
should read .1026. 


p. 201 Summary of Data for Metro- 
politan County Areas: Data for 
“Nine Store Groups” for Waterloo, 
Iowa, through Wichita Falls, Texas, 
were set one line below their metro- 
politan area designation. These should 
be moved up one line. 


p. 218 Per Family Retail Sales Rank- 
ing of Metropolitan County Areas: 
Data under the column “Total Re- 
tail Sales Per Family” are in units of 
dollars not thousands of dollars. 


p. 220 Dollar Volume Ranking of 
Metropolitan County Areas for Total 
Retail Sales: ‘““Total Retail. Sales” for 
Florence-Sheffield-T uscurrfbia-M uscle 
Shoals, Ala., should read $84,232 
thousand. 


p. 264 Alabama: “Food Store Sales’’ 
for Houston County should be $10,- 
196 thousand, and for Jefferson 
County, $142,033 thousand. 


p. 265 Alabama: “Buying Power In- 
dex” for Randolph County should 
read .0066. 


p. 267 Arizona: “Furn.-House-Radio 
Store Sales” for Cochise County should 
be $2,120 thousand; “Number of 
Drug Store Outlets” for the city of 
Phoenix should be 91. 


p. 316 Connecticut: “Per Capita In- 
come” for Greenwich should read 
$2,969. 


p. 342 Florida: ‘Food Store Sales” 
for Bradford County should be $2,827 
thousand. 


p. 354 Georgia: "Distort’’ Map: 
Black dotted line showing boundaries 
of Macon Metropolitan County Area 
should include Houston County, in 
addition to Bibb County. 


p. 388 ILLINOIS Mercer County: 
Total Retail Sales, 15,464; % of 
USA, .0084; Per Family Sales, 2918 ; 
Buying Power Index, .0092; Quality 
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For your gift lists—business, employee, personal—be sure 
to consult SALES MANAGEMENT’s special 
business gift issue, off the press September 10. 


You will find it a useful source for 


gift-giving ideas. All manner of gifts 

are pictured and described. You will 

see what other companies and executives 
are doing to build sensible gift 
programs—a” a matter of policy. 


Through this speciai issue of SALES MANAGE- 
MENT your gift-giving requirements, modest 

or substantial, are certain to be satisfied 

The issue is called, significantly, 

“When a Corporation Says Merry Christmas.” 
But chances are you will want to retain 

your copy throughout the year for its 

helpfulness in the matter of 

gifts, awards, incentives. 


Goodwill is worth the planning. 
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FOR SALE 
Interested in Living in Darien? 


You will probably be most interested 
in this if you're in the sales, advertising 
or publishing business. 

You will probably be either a younger 
executive with one child nearing or at 
“school-age” and want to take advantage 
of the superb Darien public schools. Or, 
you and your wife will be in your 
“middle-years,” with your children on 
their own and looking for contemporary 
neighbors, a house and grounds with 
charm, but perhaps smaller and easier 
to maintain 

One level, ranch-type with large living 
room (fireplace) and dining area. Large 
kitchen (equipped), flagstone terrace plus 
large screened porch, two bedrooms with 
full sliding door closets plus large (20 x 
12) den or BR-den. One bath, full attic 
for storage, radiant-hot water heating, 
over-size one-car garage with work shop 
facilities built-in. One-half acre (296’ 
deep), well landscaped with terraces, 
drainage, outdoor lighting, fruit trees, 
small vegetable garden, heavily wooded 
in back. Eight minutes walk to station 
or shops 

If through agent asking $26,500 


Write Box 3300 


c/o Sales Management 


386 Fourth Avenue 
New York, New York 


Index, 90; Index of Sales Production, 
82; Food Store Sales, 2,733; Eating 
& Drinking Place Sales, 881. 


p. 425 Kansas: “Drug Store Sales” 
for Allen County should read $412 
thousand. 


p. 426 Kansas: “Drug Store Sales” 
for Jefferson County should be $238 
thousand. 


p. 434 Kentucky: “Effective Buying 
Income, net dollars” for Harrison 
County should be $17,329 thousand. 


p. 469 Massachusetts: 
for Middlesex County 
1,140.7 thousand. 


“Population” 


should be 


p. 470 Massachusetts: “Families” for 
the city of Watertown should read 
10.3 thousand, “Per Family Income,” 
$8,026. 


p. 474 Massachusetts: “Families” for 
Total Above Cities should be 1,052.8 
thousand. 


p. 500 MICHIGAN Highland Park: 
Total Retail Sales, 116,329; % of 
USA, .0627; Buying Power Index, 
0470; Quality Index, 167; Index of 
Sales Production, 222; Food Store 
Sales, 17,148; Eating & Drinking 
Place Sales, 4,713. 


p. 500 Michigan: “Drug Store Sales” 


for Mecosta County should read 


$626 thousand. 


p. 509 Minnesota: “Population” for 
Wadena County should be 12.7 thou- 
sand. 


p. 584 New York: Footnote 


refers to Albany County. 


No. 3 


p. 615 North Carolina: “Total Retail 
Sales” for Yadkin County should be 
$12,106 thousand. 


p. 658 Oklahoma: “Total Retail 
Sales” for Jefferson County should be 
$8,775 thousand. 


tor 


40.4 


“Population” 
should read 


p. 721 Tennessee: 
Greene County 
thousand. 


p. 724 Tennessee: “Population” for 
White County should read 15.8 thou- 
sand. 


p. 754 Texas: “Food Store Sales” for 
Bexar County should be $138,155 
thousand, and for the city of San 
Antonio, $135,620 thousand. 


p. 811 West Virginia: “Total Retail 
Sales” for Mason County should read 
$13,867 thousand. 


p. 821 Wisconsin: “% of U.S.A. 
Population” for the city of Sheboygan 
should be .0266, and for 
County, .0108. 
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INDUSTRIAL SALES in July dipped to the lowest volume 
in more than a year as a result of the month long steel 


strike and production cutbacks attributa 
shortage. Automotive sales 
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improved slightly however, 


over the low 
inventories 
ble to the steel 


level 
reversed a 
movement also. The liquidation of accumulated steel stocks 
more than offset the continual 


reached last month. Manufacturers’ 


fourteen-month steady upward 
buildup in other stocks. 
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Earnings of Sales Executives before Taxes (Cont'd.) 
(Continued from page 27) 


TOTAL 


REMUNERATION BENEFITS 


INDIVIDUAL 


1955 1951 


National Cash Register Co. 
National Cylinder Gas Co. 
Norwich Pharmacal Co. 


Oberman Mfg. Co. 
Old Town Corp. (Formerly Old Town 
Ribbon & Carbon Co.) 


Parke, Davis & Co. 
Perfect Circle Corp. 
Pfizer & Co., Chas 


Philco Corp 

Pillsbury Mills, Inc. 
Plymouth Rubber Co. 
Procter & Gamble Co. 


Republic Steel Corp. 


Rheem Mfg. Co 

Riegel Textile Corp. 
Rome Cable Corp. 
Rubenstein, Inc., Helena 
Russell Co., F. C 


Scott Paper Co 

Seabrook Farms Co. 

Seiberling Rubber Co 

Sharon Steel Corp 

Shedd-Bartush Foods, Inc. 

Simmons Co 

Smith-Corona, Inc. (formerly L. C. Smith 
& Corona Typewriters, Inc.) 


Socony-Mobil Oi! Co. (formerly Socony 
Vacuum Oil Co.) 


Soss Mfg. Co 
Standard Oi! Co. of Indiana 
Swift & Co 

Tappan Stove Co 
Taylor Instrument Co. 
Trav-ler Radio Co 
Union Bag & Paper Co 
Union Wire Rope Co 
U. S. Gypsum Co 
Udylite Corp 

Utility Appliance Corp 
Van Raalte Ce., Inc. 
Wrigley, Jr. Co., Wm 


Weyenberg Shoe Mfg. Corp. 


Zenith Radio Corp. 


23Also has $3,467 in trust fund of company stock plus dividends, 


24Plus participation in profit-sharing trust. 


John M. Wilson 
F. C. Heppel 
H. T. Hildebrandt 


T. R. Oberman 


E. L. Tabat 
A. W. Young 


H. J. Loynd 

D. H. Teetor 

J. J, Thompson 
C. P Walker 

John M. Otter 

H. W. Files 

W. B. Bieringer 
J. T. Wood 

H. J. Morgens 


. W. Foy 
. Schiendorf 


G 
Oscar Kolin 
C. R. Raquet 


. Plowman 
. Seabrook 


Ww 
Cc 
M 
B. 
J 
B 
Ww 
T 


F 
Cc. 
L. 
D. 
A. 
G. 
J. 
N. 


J. B. McCormick 


A. L. Nickerson 
H. Willetts 

C. S. Teitsworth 
W. F. Burt 
Samuel Soss 

D. F. Benton 

A. C. Sailstad 
R. F. Baity 

0. E. Jones 


A. B. Ritzenthaler 
R. E. Olson 
J. Friedman 


Otto Kraker 


A. G. Atwater 
B. L. Atwater 
R. J. Dempsey 


L. C. Truesdell 
Henry C. Bonfig 


Ch. of Board 


Pres. 
V. P. Sales 


G. M. Agr. Sales Div. 


V. P. Chg. Sales 
Exec. V. P. 


V. P. Sales 


V. P. Chg. Sales 

Pres. 
.P.,G.S.M. 
. P. Chg. Sales 
a 


.P.,G.S.M. 
. P. Chg. Sales 
. P. Chg. Sales 
. P. Sales 

.P.,G.S.M. 


. P. Chg. Mdsg. & Adv 


Vv. P. 


Pres.28 
V. P. Dom. Mktg. 
V. P. Supply & Dist. 


Pres. 
V. P. Sales 
G. M. Sales 


Exec. V. P. 
V. P., Sales Dir. 


Pres. 
Pres. 


Exec. V. P., G. S. M. 


V. P., G. S. M. 
V. P. Chg. Sales 
Exec. V. P. 
Exec. V. P. 

Vv. P. 

V. P. Sales 

V. P. Chg. Dist. 


V. P. Sales 


25Plus 1190 “‘credit units” in fund of Philco stock and cash, each unit worth $2.67 Dec. 
31, 1955. On that date, held total of 68,600 units. 


26Set aside in trust fund, 


27Lump sum to complete funding of past service benefits 


28Elected July 1, 1956. 
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. Sales 
. Southern S. 
. G.S.M. 


., Dir. Sales 


. Dir. Sales 


. Dir. Sales 
. Sales 


.M. 
. Sales 


-» Adv. Mgr 
. Chg. Sales 
. Chg. Adv. 


. Chg. Sales 


+ G.S.M. 

. Chg. Sales 

. Chg. Sales 
Sales 


. G.S.M. 
Chg. Sales 
., Dom. Sales 
. For. Sales 
. Chg. Dist. 
. Dir. Sales 

.M. 


. Chg. Sales 
. Chg. Sales 


., Sales Dir. 
,G.S.M. 
,G.S.M. 


»~G.S.M., 
+ S.M. 
. Chg. Sales 
. Chg. Sales 
» 8. M. 


29Paid into pension fund. 
30Includes stock bonus, 


31 Accrued toward retirement benefits. 


32 Highest in company. 


33Accumulated in profit-sharing trust. 


34Contract provides for payments after retirement through furnishing advisory services t 


company. 


45, 86524 


45,000 


80,000 
35,225 
39,945 


77 ,90075 
46 855 
39,000 
150,000 
184 545 


not shown 
44,022 
87,115 
38.0355 
70,125 
30,500 
40,196 
35,500 
31,300 
53,250 


not shown 


52,350 


$43,250 
102 ,500 
80,000 
90,000 
66 406 
94 372 
70, 12930 
80,000 
49,241 
41,590 
75 ,00032 
78 , 150 
55 000 
75,000 
50,000 
54,867 
34,688 
41,079 
31,000 


85, 200 


Earnings of Sales 
Executives 


(continued from page 25) 


About 15% of the executives suf- 
fered a reduction in total payments, 
but more than made up for it in in- 
creased retirement benefits. One suf- 
fered a $6,000 drop in pay but will 
profit from a $16,397 set-aside, as 
against no such benefit in 1951. An- 
other had a $2,000 drop in pay but 
an increase of $17,000 in benefits. 


Salaries and bonuses 
(plus benefits) 


% 


17 received in excess of $100,000 
2 2 $90,000-99,999 
80,000-89,999 
70,000-79,999 
60,000-69,999 
50,000-59,999 
40,000-49,999 
30,000-39,999 100 


DRAKE PERSONNEL 


Rapid—Confidential— 
Nationwide 
Headquarters Nationally for Sales 
Executives, Advertising and 

Marketing. 


Please briefly outline your specific 
experience or personnel needs. 


No checks or referais without 
permission. 


220 S. State St. HA 7-8600 
Chicago, Ill. 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multi-color letterpress, off- 
set or web-fed offset. Ample pa- 
per supplies available. 


For detailed information, write 


M, F. A, Publishing Department 
204 South 7th, Columbia, Missouri 


SALES TRAINING MAN 


Consumer durables division of 
major corporation needs crea- 
tive sales training specialist. 
Must be able to develop prod- 
uct presentations, teach our 
men to handle dealer meetings, 
architect and builder contacts. 
Experience with sales manuals 
also helpful. No age preference. 
Box 3208, Sales Management. 


Benefits averaged $14,685, and in 
only 16% of the companies were the 
chief sales executives compensated by 
salary or bonus alone. 

Last year (August 15) SaLes 
MANAGEMENT made a similar earn- 
ings study but placed chief emphasis 
on stock options, under the title 
“How Large Corporations Marry 
Their Sales Heads.” This year there 
is little new to report on this phase 
of incentive other than scattered re- 
ports of a practical drawback to the 
plan’s operation: ‘The company must 
either issue additional stock or it must 
go out and buy up stock in the open 
market. 

Koppers Co. has gotten around 
that difficulty by supplying “phan- 
tom” stock. No actual stock is ever 
issued or required to be issued. In- 
stead, settlement is made with the 
executive at the time he retires, based 
on dividends and appreciation (in 
value. The executive has nothing to 
report to tax officials until he gets 
the payments after retirement, at 
which time he is likely to be in a 
much lower tax bracket. 

Several large corporations recently 
have proposed stock purchase plans 
instead of stock option plans. Under 


the purchase plan the executive com- 
mits himself to buy stock, generally 
at the going market price, and is per- 
mitted to pay for it in installments, 
with the corporation financing the 
unpaid balance. 

These corporations have swung to 
this plan because they find that under 
the stock option plan the executive 
too often has to sell most of the stock 
in order to pay for it. He gets a 
pleasant capital gain but no impor- 
tant interest in the company. 

It remains to be seen whether stock 
purchase plans will stand up if we 
have a recession. Remember what 
happened in the Fabulous Twenties? 
Today executives will be buying their 
stock, on the average, at all-time 
highs. 

Additional compensation in the 
form of greater insurance coverage is 
increasingly popular, and it received 
much favorable publicity a couple of 
months back when the two planes 
crashed over the Grand Canyon. Then 
the story came out that the widow of 
the advertising manager of the Sun- 
beam Corp. will receive $500,000 
through a group protection policy 
program paid for by the company. 

The End 


Recruiting Salesmen 
(continued from page 50) 


“One fault among (interviewers) 
is that when they get a man who 
shows some interest they move too 
fast and talk too much. We stress 
the importance of being a good lis- 
tener and considering the best in- 
terest of the man.” 


Willard C. Brudi, Second V-P 
Lincoln National Life Ins. Co. 
Fort Wayne, Ind. 


On trainees: 


“Companies with modest compensa- 
tion to offer a trainee are having a 
tough time interesting the better men, 
yet others with more attractive start- 
ing pay are hiring opportunists who 
frequently turn out to be job hunters 
rather than professional salesmen 
timber. It’s quite a problem!” 


—Kenneth E. Joy, V-P 
Charge of Sales 
Bostich, Inc. 
Westerly, R. I. 


On selling careers: 

“Many large companies take half- 
page spreads to tell recruits why their 
engineering jobs are so desirable. 
Freedom of thought, heading up one’s 
own project, being one’s own boss— 
are all held out as bait for the engi- 
neer. Salesmen have enjoyed these 
privileges for years, but no one 
bothers to point this out to young 
people in search of a career.’’ 


—H. Stanley Lawton, Gen. Sls. Mer. 
Container & Chem. Specialties Div. 
Dewey and Almy Chemical Co. 
Cambridge, Mass. 


On travel: 

“We find an increasing reluctance in 
salesmen to do any traveling. Despite 
the modern conveniences of transpor- 
tation, most prospects prefer the com- 
fort of a home with family and TV.” 


—Garvin A. Drew, 
Vice-Pres. & Gen. Sls. Mer. 
A. Schrader’s Son Div. 
Scovill Mfg. Co. 
Brooklyn, N. Y. 
The End 


SALES MANAGEMENT 


Allied Van Lines, Inc. 
Agency: McCann-Erickson, 


American Airlines 
Agency: Lennen & Newell, Inc. 
American Aviation Publications 
Agency: Royal & DeGuzman 


American Telephone & Telegraph 
Company (Classified) 
Agency: Cunningham & Walsh, Inc. 


Architectural Record 
Army, Navy, Air Force Journal 
Agency: Harry Arthur Lyles 
Associated Business Publications 118-119 
Agency: Media Promotion Organization, Inc 
Better Homes & Gardens 
Agency: J. Walter Thompson Company 
Buffalo Courier Express 
Agency: Baldwin, Bowers & Strachan, 
Building Supply News 
Agency: Arthur R. MacDonald, 
Capital Airlines 
Agency: Lewis Edwin Ryan 
Capper-Harman-Slocum, Inc. 
Agency: The Buchen Company 
Chicago American 3rd Cover 
Agency: Charlies W. Hoyt Company, Inc. 
Chicago Sun-Times 
Agency: Join W. Shaw Advertising, Inc 


Chicago Tribune ..4th Cover 


Agency: Foote, Cone & Belding. 
Cincinnati Enquirer 

Agency: Stockton, West & Burkhart, Inc 
CBS Radio Network 
Construction Equipment 

Hazard Advertising Company, Inc 


Consulting Engineer 46, 48, 90, 108 


Agency: Paxon Advertising, 
Crossley, S-D Surveys 

Agency: Russel! Birdwell & Associate, Inc 
Dartnell Corporation 

Agency: Arthur C. Barnett Advertising 
Detroit News 

Agency: W. B. Doner & Company 
Drake Personnel, inc. 

Agency: E. H. Brown Advertising Agency 
Farmer-Stockman 

Agency: Lowe Runkle Company 
Fast Food 
Robert Gair Company, Inc. 

Agency: James Thomas Chirurg Company 
General Outdoor Advertising 

Agency: McCann-Erickson, Inc 
Greensboro News & Record .... os 

Agency: Henry J. Kaufman & Associates 
Grit Publishing Company 

Agency: Gray & Rogers 


Jam Handy Organization, Inc. 
Agency: Campbell-Ewald Company 


.2nd Cover 


Hile-Damroth, Inc. ..... omeccse sae 
The Schuyler Hopper Ganges, ‘tee. Suh 59 
Indianapolis Stor & News 6 


oe Caldwell, Larkin & 
idener-Van Riper, Inc 


Industrial Distribution 
Agency: Roval & DeGuzman 


Institute of Radio Engineers 
Agency: The McCarty Company 


Keeney Publishing Company 
Agency: McClain & Associates Advertising 


Kleen-Stik Products, Inc. 
Agency: Burlingame-Grossman Advertising 


Lermer Plastics, Inc. 
Agency: Art-Copy Advertising Agency 


Life Magazine 
Agency: Young & Rubicam 


Louisville Courier-Journal & Times .... 
Agency: Zimmer McClaskey Advertising 


McClatchy Newspapers 
Agency: J. Walter Thompson Company 


Midwest Purchasing Agent 
Agency: Baisch Advertising Agency 


Mill & Factory 
Agency: Hazard Advertising Company, 


Milwaukee Journal tial aie 
Agency: Klau-Van Pi etersom- Dunlap, Inc 


Minnesota Mining & Manufacturing 


AUGUST 17, 


ADVERTISERS’ INDEX 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Missiles & Rockets 
Agency: Royal & DeGuzman 
Missouri Farmer 
Agency: Brown Advertising Agency, Inc 
Moline yy 
Agency: Clem T. Hanson Company 
Motion Picture Advertising Service 
Agency: Walker Saussy Advertising, 
Multi-ad Service .. 
Agency: Mace Advertising Agency, | 
Nascon Products 
Agency: Anderson & Cairns, Inc. 
NBC Spot Sales 
Agency: Grey Advertising Agency, Inc 
Nation's Business 
Agency: Gray & Rogers 
New Equipment Digest 
Agency: Beaumont, Heller & Sperling 
Newsweek 
Agency: Scheideler & Beck, 
New York Journal American 
Agency: Bozell & Jacobs, Inc. 
New Yorker Magazine 
Agency: Anderson & Cairns, Inc 
New York News 
Agency: L. E. McGivena & Company, Inc 
New York Times 
Agency: Daniel & Charles 
North American Van Lines, Inc. 
Agency: Applegate Advertising Agency 
Oklahoma & Times 
Agency: Lowe Runkle Company 
Parade Magazine 
Agency: Calkins & Holden, Inc 
Penton Publishing Compan 
Agency: Beaumont, Heller 
Philadelphia Bulletin 
Agency: N. W. Aver & Son, 
Philadelphia Daily News 
Agency: Weightman, Inc 
Philadelphia Inquirer 
Agency: Al Paul Lefton Company 
Plastics Binding Corporation 
Agency: Burlingame-Grossman Advertising 
Portiand Oregonian 
Agency: Cole & Weber, Inc. 
Product Engineerin 
Agency: Klau-Van Pietersom-Dunlap, Inc 
Railway Express Agency 
Agency: Benton & Sowles, Inc. 
Reply-O Products Company 
Research Institute of America 
Agency: The Schuyler Hopper Company 
Rock Island Argus 
Agency: Clem Hanson Company 
Sales Management 
San Diego Union & Tribune Sun ........ 
Agency: Barnes Chase Company 
St. Paul Dispatch-Pioneer Press ... 
Agency: E. T. Holmgren Advertising 
Sheraton Hotels 
Agency: Batten, Barton, Durstine & 
Osborne, Inc 
Sioux City Journal & Journal Tribune 
Slick Airways 
Agency: Harry W. Graff, 
Spector Freight System, Inc. 
Agency: Garfield-Linn and Company 
Spokane Spokesman-Review 
Agency: Botsford. Constantine & 
Gardner, Advertising 
Steinman Stations 
Agency: John Gilbert Craig, Advertising, Inc 
Syracuse Newspapers 
Agency: William T. Lawe Company 
Thomes Publishing Company 
Agency: W. N. Hudson, Advertising 
Time Magazine 
Agency: Young & Rubicam 
Troy Record Newspapers 
U S News-World Report 
Agency: The Caples Company 
United Van Lines, Inc 
Agency: Kelly, Zahrnd? & Kelly, Inc 
Utica Drop Forge & Tool Corporation .. 
Agency: Wilson, Haight, Welch & 
Grover, Inc. 
WDIA (Memphis) 
Agency: Brick Muller & Associates 


Agency: John Gilbert Craig Advertising, Inc 


WHO (Des. Moines) 

Agency: Doe-Anderson Advertising Agency 
WSPD (Toledo) 
WTAR-TV (Norfolk) 

Agency: Lindsey & Company 
Wall Street Journal . 

Agency: Martin K. Speckter Associates 
Wendell August Forge 

Agency: R. J. McCallister Company 
Worcester Telegram-Gazette 

Agency: C. Jerry Spaulding, Inc 


Young & Rubicam, Inc. 
Agency: Young & Rubicam, Inc 


WANTED 


FULLY QUALIFIED 


and 
EXPERIENCED MAN 


To build on Market-by-Market basis 
and manage a Nationwide Organiza- 
tion of 300 plus service representa- 
tives to work at retail level by packer, 
far out in front of all others in this 
industry. 


Compensation commensurate with 
unlimited potentials and results in 
line with proven pattern for opera- 
tion of this position. 

Please address your resume, outlining 
your work record, showing accom- 
plishments and achievements, and in- 
cluding all personal data, education, 
etc. to No. 3209, SALES MANAGE- 
MENT. 


NATIONAL SALES PROM. 
AND MERCH. MGR. 


Fast growing Nat'l Sales organi- 


zation with 80 sales offices in 
U.S. and abroad seeking execu- 
tive to head dep't. Must have 
experience in selling, estimat- 
ing and supervising food, drug, 
"Short- 
Term" and "Campaign" selling 


cosmetic, sundry, etc. 


and distribution promotions in- 
cluding store detailing, sampl- 
ing, couponing, demonstrating, 
market surveys, premiums, etc. 
Salary plus excellent incentive. 
Must relocate Chicago. Sell 
yourself in first letter and sub- 
mit complete confidential res- 


ume to 


SALES MANAGEMENT 
BOX 3301 


THE SCRATCH PAD< 


By T. Harry Thompson 


At the start of the summer season 
Hess Brothers, Allentown, Pa., put 
this pat headline on a_ bathing-suit 
ad: “Il don’t know if it’s proper, but 


¢ 


it’s certainly fitting!” 
& 


DIETING: Mind over platte1 


Sell. 


\ 10-year-old interviewee told Jack 
Slattery she'd like to trade places with 
Marilyn Monroe, because Marilyn is 
“famous all over.” As Bea Lillie savs 
et comment f 

© 


SHEEP: Nature’s lawn-mower. 


Noah went in for can 
ning. At least, he preserved pairs 


‘They say 


And, while the juvenile mood is 
on, I'll tell you about the two fleas 
standing on the corner. One of them 
says to the other: “Shall we walk... 
or take a dog * 

° 


Out of the mouths of babes: My 
godson Jimmie, aged 4, has a small 
illuminated aquarium. With consid- 
erable concern, he told me: “Some of 
the fish are broken.” 


Should Borden’s Instant ring out 
a de-caffeinized coffee to 
Nestlé’s Decaf, here’s a 
name: “Caffree.” 


match 


suggested 


Shortet 


“Keyper.’ 


name tor 
o 


EGOTIST: One who congratulates 
his parents on his birthday. 


“There 

time when silence is not golden 

just yellow!”—Dr. Israel Chodres. 

‘The greatest safety-feature in any 

car is a safe driver behind the wheel.” 
J. F. Wolfram, general manager 

of Oldsmobile. 


Quoteworthy : comes 


136 


George Gobel varied his opener by 
saying: “And in the _ fringe-area, 
here’s the snow.” 

. 


| hear the Athens (Ga.) Banne? 
took advantage of the Letter-From- 
America Week to write: “Dear 
Nikita: Drop dead!” 


Writes R. O. Powell, zone-man- 
ager of the Thompson Yards Branch, 
Weyerhauser Timber Co., Aberdeen 
S. D.: “Lawrence Welk was born 
in Strasburg, North Dakota. (Two 
town-edge signs read: ‘Welcome to 
Strasburg, Birthplace of 


Welk.’) 


Law rence 


“He undoubtedly picked up ‘that 
unidentifiable European accent’ when 
he was picking himself up to walk. 
The people of Strasburg, including, 
I presume, Lawrence’s folks, are pre- 
dominantly German-Russians, who 
are descendants of Germans who 
lived in Russia before coming to 
America. 

“At one time, Lawrence worked 
for Thompson Yards in Strasburg. | 
doubt that he had the difficulty | 
encounter in attempting to understand 
the local language. With my high- 
school German, I can only under- 
stand them when they are counting. 
Incidentally, I have heard that 
Lawrence is concerned lest he should 
lose his accent!” 


BLOOD MONEY: Fee from sale cf 


plasma. 


Writes Minneapolis-Honeywell’s 
Clif Dow: “Dear Harry: Then 
there was the fellow named ‘Howe’ 
who built a home in the backwate 
country of Louisiana, and put out a 


shingle reading: ‘Howe's Bayou.’ 


Life Is a Banana-Peel! 


It’s easy for a person—or a business 


to slip! 


On the personal side, marriage-counselors have long advised wives 


not to come down to breakfast looking as though they had dressed 


in front of an airplane-propeller; that, to keep the dew on the rose, they 


must look and smell as dainty as they did on dates. 


On the business side, prosperity itself is sometimes a perfumed wench 


in toreador pants, with R.S.V.P. eyes. 


When business is good, the banana-peels are all about. You can walk 


around them, as good businessmen do, or you can step smack-dab on 


one, while Dun & Bradstreet yells “Timber!” 


‘Those of us who are real smart will be as courteous and painstaking 


with our customers when sales are zooming as we were when solid, 


meat-and potatoes orders were hard to come by. 


FE lephants and customers—never 


forget. Which means that they 


will remember the courtesies as well as the slights, if any. 


Firms with an eye to the future don’t need red lanterns to show where 


the banana-peels are. They know that prosperity can be as fleeting 


as a whiff of honeysuckle in a country lane. 


They know that Pompeii, like Rome, wasn’t built in a day, but 


that Vesuvius buried it in a matter of hours. They need no banana-peel 


reminders. 


SALES MANAGEMENT 


A&P ADVERTISING LINAGE 
IN CHICAGO NEWSPAPERS 


300,000 


200,000 


y 


ICAN 


100,000 


- 
nd =.” % 
¢ 
¢ 


* 
MORNING NEWSPAPER Py 


NATIONAL ADVERTISERS: 


GET THE SAME 
OVERNIGHT RESULTS 


FOR YOUR PRODUCTS! 


30 years experience has proved to the A&P stores 
that ads in tonight’s newspapers put dollars in 
tomorrow’s cash registers. Today, Chicago retail 
grocers show a 3 to 1 preference for evening news- 
paper advertising. This pattern has played a 
major part in the growth and development of 
these giant food marketing chains. 

Following the advertising pattern of successful 
chains affords the greatest opportunity to sup- 
port the volume retailers of your product. It 
provides the greatest incentive for tie-in adver- 
tising. It is the fastest way to introduce a new 
product . . . the most economical way to gain 
greater share-of-market for products which are 
already established. 


FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


1. Big, Responsive Evening Circulation — 

morethan 500,000 daily in high-potential Chicago trading area. 
2. Largest Evening Home-Delivered Circulation — 

3.1% home-delivered in Chicago and suburbs. 
3. Full Corporate Chain Representation — 
more than double the food chain linage of the morning news- 
paper, more than five times that of the all-day newspaper. 
4. Top Food Editorial Pages— 

Mary Martensen’s food columns are exciting news for 
Chicago women. 
5. Tie-In and Marketing Cooperation — 

Mary Martensen features your products on her TV cooking 
school program . . . fieldmen work under your direction to 
promote your advertising to the trade. 


CHICAGO=ciis AMERICAN 


- “ 
Represented Nationally by 
HEARST ADVERTISING SERVICE INC., Offices in 


15 Principa 


Cities 


Why do high-income families in Chicago 


buy more margarine than low-income families? 


O.. ‘e there was a farmer’s 


son who went to the big city 
to seek his fortune. 


He was so successful there that soon he could afford 
to move back to the country. So he bought a ram- 
bling ranch-type farmhouse, a radio-equipped, 
rubber-tired tractor and 
ma RG) a $40 monthly commuter 

ticket. 


His name was Ole. And Ole made a name for him- 
self in the margarine business. Few men in the food 
field were more market-wise or merchandising-wise 
or just plain wise) than he. 


One day word came to Ole that his share of the 
Chicago margarine business had dropped 66°; with- 
in a year’s time. So Ole called in his old friend Joe, 
a tried-and-true hand in the Chicago Tribune adver- 
tising department. ‘‘Here’s how we stand, Joe,” 
said Ole. “If you can help us 

find out why we’re losin 

ground in Chicago, we'll see 

what we can do to correct the 

situation.” 


So Joe queried the Tribune Research Department 
and here’s what they turned up: Despite the fact 
that margarine has the strong appeal of economy, 
high-income families (29% of the market) purchased 
more margarine (36% 
of the total sales vol- 
ume) than did low- 
income families (only 
277% of the sales 
These figures didn’t 
surprise Ole. He had built his advertising program 
mainly around national magazines—to reach this 
so-called margarine aristocracy. 


P. S. Always remember... 


“But there’s something else you should consider, 
added Joe. “‘A high-income family that buys mar- 
garine differs greatly from the high-income, caviar- 
buying family. Instead of being supported by a 
single ‘white-collar’ breadwinner, these high- 
income margarine 
buyers include many 
‘blue-collar’ families 
with several members 
working and contrib- 
uting to a fat total income. 
“Family size is another big factor in margarine 
sales. Big families (5 or more persons) and middle- 
sized (3 or 4), regardless of income, account for 81% 
of the total margarine volume.” 


“Well, I'll be switched,” said Ole. ‘‘That shows how 
wise it is to check the latest local soil reports before 
you plant your ad- 

vertising seed.” 


On the basis of Joe’s reports, it was easy for Ole to 
figure out what to do next. He looked around for 
the advertising medium with the heaviest local sales 
power and the highest coverage of big families and 
high-income ‘blue-collar’ workers in Chicagoland. 

It wasn’t hard to find. Joe gave him the name and 
address. ) 


waa y Now maybe you make maca- 
sy woe roni or mink coats instead of 

margarine. But it’s not hard 
to see how this story fits your 

picture, too. If you want to know about Chicago, 

call in a joe from the Chicago Tribune and put him 

to work finding out. 

Nobody knows Chicago like the Tribune and 

nothing sells Chicago like the Tribune. 


If you want to SELL Chicago 


wu cumonne Chicago Cribune 


THE WORLD’S GREATEST NEWSPAPER 


